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Even if you have no more hair than a grapefruit, 
you probably know something about “home per- 
manent waves” ... particularly if your wife, 
daughter, sister, or mother-in-law goes in for them. 
Millions of women do. In 1947, they bought 
50,000,000 kits. This year, the figure’s still higher. 

What turned this clever idea into a booming 
industry almost overnight? 

Paper helped, tremendously. Often the hair curl- 
er itself is made of paper. . . twisted, and some- 
times reinforced, to give the exact stiffness and 
pliability needed. And in packaging, labeling, in- 
struction sheets, advertising and merchandising, 
paper continues to aid this fabulous industry as 





its sales graph curls steadily upward and upward. 

To meet the growing demand from industries 
new and old, ‘‘Paper Makers to America” is rapidly 
increasing production. Each month sees more Mead 
Papers, of consistently finer quality. In the Mead, 
Dill & Collins, and Wheelwright lines, industries 
as well as individuals find “‘the best buy in paper 
today.’: 


* *& & Mead offers a completely diversified line of papers in 
colors, substances, and surfaces for every printed use, in- 
cluding such famous grades as Mead Bond; Moistrite Bond 
and Offset; Process Plate; Wheelwright Bristols and Indexes; 
D & C Black & White; and Printflex Coated Papers. 


MORE THAN ONE HUNDRED YEARS OF PAPER MAKING 


THE MEAD CORPORATION © “‘PAPER MAKERS TO AMERICA” 


The Mead Sales Company, 230 Park Avenue, New York 17 « Sales Offices: Mead, Dill & Collins, and Wheelwright Papers + Philadelphia « Boston « Chicago « Dayton 












Justwas put in my place, or something 

Be —by Perk, a young guy in our service 

department ...a genius practically with 
machines, but no more personality than a 
week-old baking powder biscuit! 
Week before last, we sent him down to 
Lake City to install an RH in a wholesale 
drug outfit. You go to Edger to pick up the 

a Lake City bus. A flock of passengers were 
waiting in the bus station at Edger. 

a A big heavy-set man, with white hair 
and saddle leather skin, noticed the case 
Perk was carrying. 

= “What you sellin’, pardner?”’ he asks. 

[ Perk said he wasn’t selling anything— 

a was a service man for Pitney-Bowes postage 

f meters. The old fellow wanted to know what 
was a postage meter. Perk took the RH out 
of the case, and started to tell him. 

According to Perk, the postage meter 
outclasses the atom bomb a little—and is 
more useful. It has freed business from the 
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petty tyranny of the adhesive stamp, all the 
stamp licking and sticking! 

‘a Perk explained how the meter prints 
a stamp, a dated postmark and a small 
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Getting so you canT Tell The customers 
Trom the common people...” 


advertising panel directly on the envelope 
—and seals the flap at the same time... 
how you flick a lever to get any amount of 
postage you need, for any kind of mail 
including parcel post. 


H: also told about the convenience of 
always available postage... the protection 
postage gets from damage, loss or misuse 

. automatic postage accounting .. . how 
efficient metered mailing is in time and 
effort saved ... and how metered mail 
doesn’t get held in the postoffice for 
postmarking and cancelling — can make 
earlier planes and trains. 

When he finished, Perk found out he 
had an audience. The big man says: 

“Next time you come over to Lake City, 
bring a meter for me,” and gave Perk his 
card—turned out to be a distributor for 
drills and oil field equipment. 

Another man, all duded up in fancy 
Western clothes like a radio station cowboy 
asked if Pitney-Bowes had a L. A. office. 
Week later, our Los Angeles office got an 
order for three RH’s from a clothing chain 


-~ PeTNEY-BOWES Fostage Meter s 


.and credit for the sale to Mr. Perkins 
of this branch! 

I ask Perk did he want to make a 
switch to selling? 

“No future in it,” Perk says. ‘Pretty 
soon postage meters will be so well known, 
people will call in orders. But somebody 
will always have to install ’em. Dll stick 
with the service department!” 

I have been selling postage meters, man 
and branch manager, since Calvin Coolidge 
was a name to conjure with. The first 
postage meter was a high-speed, heavy 
duty, high-priced job that took a lot of 
selling! Smaller models and lower prices 
made easier selling. But to have a kid 
service man tell me postage meters wouldn’t 
need selling... was a shock,kind of belittlin’! 


There isn’t any question today that 
every office can use a postage meter... 
The Pitney-Bowes man can tell you the 
meter model best for your needs .. . Call 
the nearest PB office, or write direct for the 
new illustrated booklet *“So You Have 
No Mailing Problems?” 





PITNEY-BOWES, Inc., 2066 Pacific St., Stamford, Conn. Originators of Metered 


Mail. Largest makers of mailing machines. Branches in 93 cities in the United States and Canada. 
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17 East 42nd Street 
New York 17, N. Y. 


This Elliott Cardvertiser is the only machine in VOL. 11 No. 7 Vanderbilt 6-0888 Sg 
the world that both prints and addresses Post 

Cards and its speed is spectacular. 

The period of hard-to-get Merchandise is chang- 
ing to a period of hard-to-get Customers —an 

it is time for all business men to consider what FEATURES 


and how they will advertise. 
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Newspaper and costly mail advertising is dom- ; — » ee ~ 
inated by big business. But if you have the ability A Letter from the Editor i 
to compile a mailing list and tell your story ona 57¢ Advertising Dollars Aren’t Enough Today Y 
penny post card, this Elliott Cardvertiser will save : 
your business because it will get punqeons ac- Best of Industry 12 
curately addressed and pertectly printed post nn — _— . : 
cards into your nearest mail box within one hour Phe Plain Jane of Direct Mail (Part III) 15 
of the moment you conceive the thought. 9 
May we send you copies of letters showing how $ 
the Elliott Cardvertiser has saved and built many DEPARTMENTS MG 
retail businesses selling exactly what you sell ? Ns 
The Elliott Addressing Machine Company Short Notes 5 : 
oy 
127 Albany Street, Cambridge 39, Mass. Strictly Mail Order 2) ‘ 
Playing Post Office 22 
One Advertising Man to Another 24 
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t ? About the Cover 26 
got BRU) to spare! Loan” z 













A Sales Institute 30 
EUREKA’S #89 Fins Others 
DUPLISTICKERS 
DIRECT MAIL DIRECTORY 33 


CUT Direct Mail 


Addressing TIME 4 
That's all it costs to ad- EDITORIAL BOARD Mg 


dress pete arena a Harrie A. Bell, Allen, Lane and Scott, 1211 Clover Street, Philadelphia 7, Penna. 
for iceieienand. Paul Bolton, 4801 Connecticut Avenue, N.W., Washington 8, D. C. 

dressing costs, | George FitzPatrick, George FitzPatrick Pty. Ltd., Sydney, Australia 

Harry E. Foster, Harry E. Foster Agencies Ltd., King Edward Hotel, Toronto, Canada 
H. J. Higdon, Phoenix Metal Cap Co., Inc., 2444 West 16th St., Chicago 8, Illinois 


Miles Kimball, Miles Kimball Company, Kimball Bldg., Oshkosh, Wisconsin 


George Kinter, Advertising Highlights, 209-9th St., Pittsburgh 22, Penna. : 
John B. Mannion, Austenal Laboratories, Inc., 5932 Wentworth Ave., Chicago 21, Iil. if 
Check these advantages: Edward N. Mayer, Jr., James Gray, Inc., 216 East 45th St.. New York 17, N. Y. 
' Richard Messner, E. E. Brogle & Company, Ine., 52 East 19th St., New York 3, N. Y. 
© Helps keep lists up to date! Martin H. Perry, St. Giles Publishing Co., Ltd., 28 Denmark St., London W. C, 2, England 


® Used on all type duplicators! 
© Exact registration with master copies! 


George Pfeiffer, III, McGraw-Hill Book Co., 330 West 42nd St., New York 18, N. Y. 
® Special process gives sharper legibility! Leonard J. Raymond, Dickie-Raymond, Inc., 80 Broad St., Boston 10, Mass. 
@ No special skill or equipment required! Harold Stedfeld, Stedfeld & Byrne, Inc., 1220 Huron Road, Cleveland 15, Ohio 


® Gets mail out on time! 7 
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oT 
and Sample OR, The Reporter of Direct Mail Advertising M. L. St oe and Publish 
ask your stationer for is published monthly by Henry Hoke, pub- » be ru ze erg 
lisher, 17 East 42nd St., New York 17, ie Be Circulation Manag >r 
package — enough Telephone Number Vanderbilt 6-0888. Sub- H Hok J 
75 to address 1050 scription price $6.00 a year. Re-entered as enry MOKe, Jr. m 
mailing pieces. second class matter, Nov. 15, 1939, at Post Advertising Manag T 
ees oe oe. ae Se Frank Frazier 
are ° 7. opyr . ' enr 
et OR ME cmaen | March $. 1607. Copyright, y y DM AA. Editor 
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SHORT 


NOTES 


DEPARTMENT 


b RTIS PUBLISHING COMPANY 
re tly mailed to prospective advertisers 
an usual appeal for a “Holiday” maga- 
zi 4 94," x7" x2” grey box (with 
“\\ . Store” printed in upper left-hand 
ee r) earried a typical store label on 
fro for name and address. When cover 
i- loved... you see a paper wrapping 
tl oks very much like a bolt of tweed 
| Open up... and there are 8 
re, oduetions of letters from men’s wear 
sveloos... testifying what a good market 
“I! iday” provides. 


JJ 


> ~RIENDS” is name of a wonderful 
external house magazine . sent to 
Chevrolet owners by Ceco Publishing 
Company, 4-105 General Motors Build- 
ing. Detroit 2, Michigan. Dealer’s imprint 
on back cover. Fully illustrated articles 
on every subject imaginable. October 
issue has articles on an Indian Club 
maker, the New York Subways, Rocky 
Mountain sheep, ete. Its a 22-page, 10° 
x [5'2° magazine. Very nicely layed out. 
The only ads are on centerspread and 
back cover. A “family” magazine. 
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> \ NEW BOOK CLUB... called the 
Executive Book Club. at 475 Fifth Ave- 
nue. New York 17, N. Y., has joined the 
ever-increasing ranks. In this one... 
business men’s tastes are catered to. 
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> JOSEPH ISAACSON, who is adver- 
lising manager of L. Isaacson & Sons 
(makers of children’s clothes), 8 West 
30th Street, New York 1, N. Y. ... sent 
us their latest mailing piece. A big, red 
and black, 10%” x 13%” folder with 
“lets look at the merchandising record 
, ~ on front cover. Printed over a 
picture of a phonograph record. Inside 
bar cover has a record jacket tipped-on 
Which holds what looks like a record .. . 
bu! is actually another 914” x 1214” 
fol‘er with illustration of record on 
cover... that opens to 19” x 25”. Here 
u are reprints of many of the ads 
run by Isaaeson in newspapers. Sent to 


2. buyers of junior boys wear ... in 
de ortment and specialty stores through- 
ou the country. Idea was to emphasize 
t] idespread recognition of these brand 
nm es and to stimulate more extensive 


u ‘if their mat service. 







&> AN ADVERTISING HALL of Fame 
will be set up in New York’s Advertising 
Club by the Advertising Federation of 
America. Chairman of the Hall of Fame 
Committee is Colonel Gilbert T. Hodges, 
former chairman of the AFA. Yep, you’ve 
still got time to make it. Here are the 
rules: To* be nominated . .. you must 
have died at least five years before. Fifty 
pioneers and leaders of advertising may 
be chosen between now and 2000 A.D, 


ddd 


&> SOME SLICK ANNUAL reports came 
to our attention this month. One was 
from Standard-Thomson Corporation, 216 
South Main Street, Dayton, Ohio. A 
catchy three-color cover holds this 81” 
x ll’, 20-page report. Additional color 
inside . .. is light brown. Nice layout. 
Another, from Harris-Seybold, 4510 East 
7Ilst Street, Cleveland 5, Ohio. It’s also 
$2" x 11” ... but stitched on short side. 
Twenty-eight pages. Red-blue-black cover. 
Another slick job. 
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> OFFSET USERS are being offered 
more and more books of artwork that 
can be clipped and used directly to make 
plates. Here are three good ones we've 
seen lately. “Offset Scrapbook No. 4” 
.. . fourth in a series of booklets pub- 
lished by A. A. Archbold, Box 740, 
Pico Heights Station, Los Angeles 6, 
California. Has hundreds of phrases, 
single letters, designs and attention-getters 
on one side of sheets. Costs $3.00. Then 
“The Clip Book of Christmas Art”... 
published by Harry Volk, Jr., Advertis- 
ing, Schwehm Building, Atlantic City, 
New Jersey. Pictures Christmas designs 
and phrases. Costs $5.00. 
gest in the bunch .. . is 
50 pages, designed and produced by J. B. 
Sebrell Corporation, 300 South Los 
Angeles Street, Los Angeles 13, California. 
Title explains what’s inside. Called “Off- 
set Scrapbook of Office Forms and Adver- 
tising Ideas.” Priced at $6.00. 


odd 


&> CONGRATULATIONS to the folks at 
the American Automatic Typewriter Com- 
pany, 120 Greenwich Street, New York 
6, N. Y., for their series of down-to-earth 
portfolios explaining the procedure of 
using Auto-typist letters for cutting down 
correspondence costs and speeding up 


(Continued on page 6) 








DIRECT MAIL 
wilh a founth/ 


Careful planning, appropriate de- 
sign and sparkling copy will add 
punch to your printed promotion. 
Jules Lippit’s ‘‘one responsi- 
bility’’ service eliminates neces- 
sity for dealing separately with 
artist, copywriter, engraver, printer. 
We take care of all details. You 
submit basic material—we produce 
finished printed product. Write for 
brochure — "Your Direct Mail 
Problem."’ 

ara Pree — to advertising 
executives . .. the “Direct 
Advertising Reader's Guide." 


Please write on your business 
letterhead. 







Direct Mail Promotions 


Specialists in 


130 West 42nd Street, New York 18 








“MAKE 1949 a 
BETTER YEAR for YOU!” 


You can get ADDED CASH to en- 
large your Direct Mail Compaign by 
rental addressing to your lists for 
MOSELY Volume Mail Sellers 


It will bring you 





okayed by you. 


A Larger Fund for a Larger 
Direct Mail Campaign 

—to Increase YOUR 

1949 Sales 


Write today all about your List (and. 
of course plan to register them 


EXCLUSIVELY with MOSELY) to 


Dept. RE-1) 





SELECTIVE LIST SERVICE 


38 NEWBURY STREET - BOSTON 16, MASS. 
MAIL ORDER LIST HEADQUARTERS 





NEW MAIL ORDER CUSTOMERS 
in VOLUME 














Prominent Users of Strathmore Letterhead 


Has your letterhead 


kept up with the times? 


——— 


Throughout the country, astute business firms are keeping abreast of 


Papers: No. 80 of a Series. 


The Textile 
Research Department 
of Avisco tests 

new evelopments, 
constantly 

exploring means 

of “doing 


i it eve: letter. ~ 
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AMERICAN VISCOSE CORPORATION 


eee FATS avence wtw voss «ut 


bAChewones 4.1008 





the new era we’ve moved into...improving products...designing new 
plants, new packages, new letterheads. Whatever your business, large 
or small, it is highly important these days for your letterhead to 


- express the alert, progressive character of your organization. 


It is no mere coincidence that so many leaders of industry prefer 
Strathmore papers for their letterheads...organizations such as the 
American Viscose Corporation, whose industrial and research activi- 


ties have made it the largest producer of rayon in the world. 


Does your present letterhead tell your public that your company is 
moving ahead with the times? If not, we suggest you explore the 
subject promptly... get the producer of your letterheads to present 


new designs on Strathmore expressive papers. 


Strathmore Letterhead Papers: Strathmore Parchment, Strathmore Script, Thistlemark 
Bond, Alexandra Brilliant, Bay Path Bond, Strathmore Bond, Strathmore Writing. 


STM ORE 


Strathmore Paper Company, West Springfield, Massachusetts 


MAKERS 
OF FINE 
PAPERS 





production. So far, the people in ¢.e 
research department have put out s.: p- 
arate studies for department stores, « 
tail apparel, banks, publishers and lett r- 
shops. They are working on _ stud °s 
covering fund raising, etc. We've j st 
read the study made of the publish g 
field. It is bound in soft loose k af 
cover. Processed in offset from If vf 
composition. Plenty of examples of act: 11 
letters with a description of how th y 
were prepared. A fine service and sho. 
prove most helpful to corresponde: e 
supervisors in the fields studied. 
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> LINE MATERIAL Company, 4% 
waukee, Wisconsin is checking up on ts 
mailing list for their house magazii-e, 
“The Line” ... in an ingenious wey. 
On one-half of the back of the 8%” x } 

mailing envelope are spaces for eitl er 
an QO.K., addition of new name, or <e- 
moval of name. Instructions ask you to 
fill in... then clip along line, making 
sure stencil imprint on address side is 
also cut off. Certainly an inexpensive 
way of cleaning up a list. We can’t 
overemphasize the importance of keeping 
lists up-to-date. A “rusty” list can cost 
the list-owner many dollars in wasted 
paper, printing, samples and _ postage. 
Maybe it’s time to check up on your 


own. 


> THE TAFT HOTEL in New York (at 
7th Avenue and 50th Street) made a 
hit with their “ComplimenTRAYs.” 
They're fire-engine-red trays, measuring 
1”x 6”. When the new Taft Bar and 
Tap Room was opened a couple of 
months ago ... smacks were served on 
these trays at cocktail time and after the 
theater. A mailing of 5,000 of the 
“ComplimenTRAY” was made to busi- 
nessmen within a few blocks of the hotel 
. . + announcing the opening. The re- 
maining 5.000 were used in the Bar. In 
three days . the original order of 
10,000 was exhausted. Victor Giles, pro- 
motion manager, says results were “very 


successful.” 


> IN VIEW OF THE INTEREST shown 
in the lemon meringue pie subject on 
the September cover, you might like to 
know that reprints of this subject, devoid 
of title panel, suitable for framing . . . 
are available from Arthur Dobbs, Wil- 
liams Colorprint, Inc., 511 Third Avenue, 
New York 16, N. Y. There are about 5)0 
copies remaining. They will be cis 
tributed on a first-come-first-served basis. 
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> A TRICKY PENNY POST CARD yas 
mailed recently by Hull’s Cleaning Ma n- 
tenance, 4131 N. E. 114th Street, Pe-t- 
land, Oregon. First line reads . , 
“Someone said, ‘All is not (gold-colo: :d 
tinsel tipped-on here) that glitter 


- 
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(Continued on page 34) 
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4 LETTER FROM THE EDITOR 


The following letter was processed and mailed to all names on our October and 


\ ember renewal billing list. All other readers of The Reporter . . 
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Sank bey Ra 


Printers are the funniest people. They actually expect to get paid 


fc he work they do. Imagine! 


Which puts me behind that well known eight ball. 


He’s a fine fellow. 
His prices seem better than 
But, we’ve been going over the cost records for the 
Not only have hour charges advanced alarmingly .. . but 
So, I’ve had double, 


I've just had another session with my printer. 
H been printing The Reporter for years. 
r + we've gotten. 
p —- years. 
nas much work is completed in relative hours. 
tr. e@ and even more boosts along the line. 


- 


Added to that... 
kr w the story. 


increases in everything. But why tell you. You 


have tried to stick to the 
But | am no Santa Claus. 


| have fought inflation strenuously. | 
pr 2 | set for The Reporter back in 1938. 
| con't fight a world trend. 


We have had many long, tiresome arguments about it here in the 
There’s just one thing sure. If The Reporter is to continue to 
serve you and other Direct Mail people and pay our printer and the 
staff... we'll just have to have a higher subscription price. 


o7;:ce. 


So the argument .. . how much. A little doesn’t help. After ask- 
ing many friends for their opinion, we will start immediately on a new 
and at 


the same time make plans for a much better and more comprehensive 


scale. Instead of raising a little, we'll raise quite a bit... 


magazine. 


It reaches 
Advertising, too, is limited. 
We don’t have big newspapers, radio and magazines to support us as 


Understand . . . The Reporter is limited in circulation. 
what we like to call “the cream of the crop.” 
other general advertising magazines do. 

. and shall remain so. 


We are solely and exclusively Direct Mail . . 


Beginning with our next renewal billing . . . the subscription price 
of The Reporter will be $6.00 per year, or $10.00 for two years. 


Candidly, I’d like to have all two year subscriptions . . 
renewal costs and give us a base price of $5.00. 


. to save us 


The ideas in The Reporter are certainiy worth 50c a month in any- 
one’s money. 


I'm asking my friends, the readers of The Reporter, to come along 


with me on this. | wouldn’t make the step unless absolutely necessary. 


ll try to keep everyone happy... 
eiow who likes to get paid. 


including that funny printer 


—_ 


H. H. 


P.S. Of course, we will fulfill all subscriptions now in force at old 
‘s. The new rate will apply only on subscriptions as they come up 
renewal. 


— 
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. please note. 
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BUNN 
MAIL TYING MACHINES 


Yes, substantial savings keynote the useful- 
ness of the Bunn Mail Tying Machine. 

Today, more than ever, new operating 
economies must be found to offset increased 
labor costs. The BUNN contributes sub- 
stantially towards reducing mailing costs 
by saving up to 150% in tying time. One 
Bunn Tying Machine will equal the output 
of three hand-tyers. 

Twine savings amounting to thousands 
of feet per year are assured with its use. 
The Bunn Tying Machine makes a secure 
tie, then automatically cuts the twine clean- 
ly ... close to the non-slip double-loop 
knot, without waste. 





yx Ties 20 or more bundles per minute 


w Ties small or large bundles—No ad- 
justments necessary 


w Ties mail securely—Meets Postal 
Regulations 


yw Ties Parcel Post packages—No ad- 
justments necessary 


yy Pays for itself in a few months 


You'll Be Wise To 
“Tie Up” With BUNNI 


WRITE FOR COMPLETE INFORMATION. ..Today! 


B. H. BUNN COMPANY 
7601 VINCENNES AVE. 
CHICAGO 20, ILL. 





“Six months ago, mailing 


“ADD 
eke one SSSAVER™ 
mistakes were our depart- ¥ent m 


‘ Sddres * wee * 
‘stokes .o° . 
f 
ment’s Waterloo! Our boss 


acquired an ugly disposition and a beautiful set 
of raw nerves because statements were written for 
one account and envelopes were addressed to 
another ... catalogs and letters were separated in 
the mail... and customers were slow in replying 
to our correspondence and direct mail. 


the 
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“Then the Boss talked to the Tension Representa- 
tive, who explained how Tension Envelopes could 
do part of our work and eliminate nearly all of 
our mistakes. We followed his advice from A to 
Z. Now we don’t have to blush, the boss has 


become very sweet and his jumpy nerves are 
history.” 


P. S. Saving blushes is only part of it. 
Specialized Tension envelopes also 
save time, save postage, protect the 
contents of the envelope, promote 
sales and attract favorable 


attention as well. 














jer MEY business we . 


‘Reuss ReenesCoenence 
FACTORIES: New York 14, N.Y. 


@ St. Louis 10, Mo. 
Minneapolis 1, Minn. 


@ Des Moines 14, lowa e@ Kansas City 8, Mo. 
Over 100 Representatives Selling Direct to User 
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57c Advertising Dollars... 
cren't enough today 


by . Rohe Walter. Director of Public Relations 
Th. Flintkote Company, New York 20, N. Y. 


\\ .enever and wherever advertisers 
con gate today the conversation 
usu’ 'v gets around to the high cost 


of « .vertising and what, if anything. 
can © done about it. The economies 
mo:. frequently suggested range all 


the - ay from the re-use of old art 
wor and plates; the use of photo- 
grays instead of art work; the crop- 
pins of electros; the repetition of ad- 
vert -ements; the use of smaller space 
and fewer publications; the elimina- 
tion »{ color in space or printed pro- 
motion; the printing of smaller runs 
of l-ss expensive booklets and fold- 
ers: the use of less radio time and 
cheaper talent; and so on almost ad 
infinitum, 


let me make perfectly clear at the 
outset that no one is more interested 
in and more desirous of making ju- 
dicious economies and getting full 
values from today’s sales promotion 
dollars than I am. Some of the meth- 
ods proposed for getting more value 
from today’s advertising dollars are 
sound and make good business sense. 
\t the same time I firmly believe this 
defensive, economy-minded approach. 
if carried to extremes, tends to substi- 
tute ostrich-like and penny-pinching 
thinking for the dynamic, forward- 
looking, business-getting alertness 
that has always characterized the ag- 
vressive and successful sales-builder. 


lurther, this “how can we effect 
economies attitude is not too real- 
istic, particularly when one evaluates 
the underlying factors that so largely 
determine today’s business trends. 
\clually, this approach may prove 
harmful to the welfare of the indi- 
vidual business as well as business 
generally, rather than beneficial as its 
sincere but misguided advocates be- 


liev. Here’s why: 


‘ost companies, as we know, base 
the’. advertising appropriations on a 
per ontage of net sales by dollar vol- 
ur. usually using a combination of 


‘EMBER, 1948 


last year’s sales plus the oncoming 
year’s estimate, or an average of net 
dollar sales volume for several years 
plus a future year’s estimate. Recent 
confidential studies of representative 
advertisers in varied fields indicate 
that this procedure is not being prac- 
ticed generally today on the same 
percentage basis as formerly; that 
whereas net sales have in many in- 
stances tripled dollar-wise and units 
of sales have more than doubled since 
1939, advertising appropriations have 
by no means kept pace. having in- 
creased approximately 25 to 35 per 
cent dollar-wise on the average. 
Here’s one typical example that fur- 
ther clarifies this development: 


Approx. % 

Increase 

( Doliar-wise ) 
1948 over 1939 


1939 1948 


Net Sales- - | | 
$95.000.000 $76.000.000 (est.) 204% 


\dv. Approp. 


§ 395.000 8 405.000 24% 


When you examine this company’s 
situation in more detail you find that 
the $405.000 advertising appropria- 


tion available for 1948, to support 
and expand a $76,000,000 sales vol- 
ume comprising over twice as many 
units of sales as prewar, when evalu- 
ated in terms of what today’s dollar 
buys, actually delivers only about 
two-thirds as much sales power in the 
form of printed promotion, advertis- 
ing space or radio time... as was 
available in 1939 to help produce and 
maintain a dollar sales volume one- 
third as large. 


Actually, and probably without 
fully realizing it, many advertisers 
are currently operating under appro- 
priations established in terms of total 
dollars of the 1939 vintage whereas 
what their appropriations will actu- 
ally produce in terms of sales help is 
based on a 1948 dollar having a pur- 
chasing power of 57 cents. Conse- 
quently, not only are many advertis- 
ing appropriations considerably less 
percentage-wise in relation to net dol- 
lar sales than previously, but the num- 
ber of dollars available per unit of 
sale will buy considerably less sales- 


(Continued on page 10) 








L. Rohe Walter... 


Reporter’s Note: Its been a long time 
since we've had an article by L. Rohe 
Walter who was president of the 
DMAA during the difficult years of 1939 
to 1942. This scholarly analysis of adver- 
tising costs was presented to the 100 Mil- 
lion Club of New York at the November 
ith meeting. It deserves a place here and 
in this particular month when many of 
you are struggling with next year’s budget 


figures. This analysis should help you, 





































building promotion than the smaller 
prewar appropriations purchased. 
Such developments may not have 
been particularly harmful in the lush 
days of the sellers’ market but they 
can be serious as competition once 
again becomes a major market factor. 


We must, I believe, be extremely 
objective and realistic about the fac- 
tors underlying advertising costs, par- 
ticularly since they are so largely 
based on the human element of labor 
costs. Currently the per-unit labor 
cost index, that is the combination 
of the rate of pay and labor efficiency 
for industry generally, seems to indi- 
cate another rise upwards. Its pat- 
tern is largely set by the steel industry 
with six to nine months’ time required 
for any increase in steel labor costs 
to filter down and affect all segments 
of American industry; consequently 
we have not yet fully experienced the 
total inevitable effects of the recent 
rises in steel labor costs. 


Furthermore, as long as we have a 
defense program of the present mag- 
nitude, there will be no sizeable un- 
employment in the U. S.; no likely 
reduction in per-unit labor costs; no 
probable improvement in labor efh- 
ciency. Inevitably, then, we shall ex- 
perience a slowly rising trend in man 
hours per unit of output, a funda- 
mental cost factor that will inctfease 
the cost of doing business generally 
and specifically the labor costs in- 
volved in producing advertising. 


Let’s briefly examine a few of the 
cost factors that determine so largely 
what today’s advertising appropria- 
tions will buy in terms of sales power. 
be it printed promotion, radio time, 
or space advertising. 


A representative photo-engraver 
tells me that the labor cost to produce 
a unit of work is about 150 per cent 
sreater today than in 1939, that is. 
a 1939 $1.00 labor cost has increased 
to $2.50. Although the scale of wages 
paid to photo-engravers is only about 
75 per cent greater today than it was 
in 1939, the scarcity of labor has so 
increased the use of overtime that the 
actual cost to produce a unit of work 
has, as mentioned above, increased 
about 150 per cent. Materials have 
increased approximately 75 per cent 
in cost over 1939, and prices to ad- 
vertisers about the same, or 75 per 
cent over 1939. 


An outstanding lithographer tells 
me his labor costs. 1948 in contrast 
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to 1939, are up 75 per cent; paper 
costs up 60 per cent; and inks, blan- 
kets, etc. 65 per cent to 70 per cent. 
Over-all lithographic costs today are 
up about 70 per cent over 1939 and 
average prices to customers have in- 
creased approximately the same. 


A letter-press printer, doing a size- 
able volume of business and serving 
a wide variety of customers, is faced 
with these cost figures: 


a. White coated paper in ton lots 
cost 14.5 cents per pound in 1939; 
today 20.6 cents per pound. 


b. Average bookbinding charges to- 
day are 331/3 per cent higher 
than in 1939, 


c. Good grade black halftone ink 
cost 75 cents a pound in 1939; 
today it’s up to $1.00 a pound. 


d. A modern fireproof printing 
building with sprinkler system 
was available at $1.00 per sq. ft. 
rent in 1939; today, if you can 
find it, you pay from $1.50 to 
$1.75 per sq. ft. 


e. In 1939 compositors were paid 
$54.50 for a 40-hour week: in 
1948 they get $90.00 for a shorter 
week of 3614 hours. 


f. Job pressmen were paid $47.25 
for a 40-hour week in 1939; to- 
day they get $78.30 for a 3614 
hour week. 


A study recently completed of 100 
leading business papers shows that, on 
the average. over-all costs except sub- 
scription solicitations, are approxi- 
mately 79 per cent higher through 
1948 than in 1939; the costs of paper. 
printing and distribution are up ap- 
proximately 67 per cent, 1948 over 
1939. 


A leading magazine with circula- 
lion in the millions finds its over-all 
hourly wage rate up 85 per cent over 
1940; the cost of paper per pound 
up 30 per cent over 1940; due to 
technical improvements in printing, 
economies in paper use and other ef- 
ficiencies the cost per 1,000 pages 
delivered to the advertiser has been 
kept down to a 38 per cent increase. 
1946 in contrast to 1940. 


Radio network circulation cost data 
shows that whereas current rates are 
up 10 per cent over 1939, circulation 
is up 24 per cent, according to a re- 
cent article by H. H. Dobberteen in 
a leading trade journal. This same 


authority also points out that he 
changes in media cost-per-thouse 1d, 
1939-1945, are: 
—11% Radio Network Time 
—l1% 
0% 
— 4% 
+ 1% Daily Newspapers 
+-12% General Weeklies 
+17% News Weeklies 


Women’s Service Magazi ies 
General Monthlies 
Sunday Supplements 


As you analyze these cost figures 
of advertising and compare them w ith 
the costs of living, automobiles, he us- 
ing and other major items, you cc ne 
to the realization that actually today’s 
costs of advertising are not out of 
line; in fact; advertising is a beiier 
buy now than in the prewar years. 


In conclusion let me emphasize tat 
advertisers, if they are to get more 
from today’s advertising dollar, must 
first of all have sufficient dollars avail- 
able to do an adequate job. Top man- 
agement knows, from bitter experi- 
ence, that labor, raw materials, trans- 
portation and all services costs are 
higher today than in 1939. It is up 
to those of us charged with the re- 
sponsibility for helping produce sales 
at a profit to make management more 
conscious of the fact that advertising 
costs are higher; that more dollars, 
percentage-wise in relation to net 
sales, are required to do an adequate 
job as we move from a sellers’ to a 
buyers market; that as we face the 
stiffer competitive days ahead, larger 
appropriations will be required to 
maintain profitable sales volume; and 
that advertising, instead of being 
more expensive, is actually a bigger 
bargain today than ever before in re- 
lation to units of sales potentialities. 


We should not delude ourselves by 
being too conscious of the number of 
dollars we have available but concen- 
trate more on realizing what those 
dollars will actually buy in terms of 
the sales power we need to do an 
eficient and profitable sales job in an 
economy where production has nearly 
doubled since before the war, where 
employment currently is at a peak 
and where profits are also at a new 
high. To do so business must realize 
that 57-cent advertising dollars are't 
enough today ... that you can't do a 
1948, 1949, or 1950 advertising jb 
measured in terms of 1939 dollars ... 
and that advertising power is for s:le 
today at reasonable costs to those w 10 
know how to use it efficiently. 
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a “natural” for newspaper 
headings and display lines 








Taber Insists on § 


2 
nearer tagaety| ll Hoffman |Ron’ 
SE Paine y.| SAYS APS Do of Mg 


resi- ) vert Mt 
Contact Bold Condensed lacks x 


Sand y 
has all the desirable features of old favorites.:.readability and adapt- ne , 


ability... plus a ‘‘new look” of crisp freshness and fashionable modernity. 


@ Contact Bold Condensed is cast in sizes 


a 8 to 84 point, including 42 point, a useful 
Contact Bold Condensed Italie intermediate size for newspaper head- 
was primarily designed as a worthy companion for upright Contact Bold Ee 


Condensed. It possesses individual merit as a close-fitting, trim, force- Ask for complete specimen showing. 


i entgn Now in stock at your ATF Branch 


AMERICAN TYPE FOUNDERS C222) sno te rine cum 





continues — this 


REPORTER 
month with interesting case histories 
... of winning campaigns in the re- 
cent 1948 DMAA Best of Industry 


contest. 


7 
Hik 


Last month Capital Airlines aad 
A. D. Juilliard & Company were the 


Md 
aK: 


The Dumpcrete Division of Maxon 
manufactures truck bodies . . . spe- 
cially made to haul ready-mixed ce- 
ment from a mixing plant to the job 

without the continuous mixing 
of the popular barrel-shaped truck 
mixer. 


. 
The equipment is attached to the 
chassis of customer's truck. The big 
advantage Is . when bad weather 
holds up a pour, the truck can_ be 
used to haul gravel, coal. sand or 
anything along that line. Not so with 
conventional mixer truck. 

The purpose of Maxon’s Direct 
Mail program . is to teach their 
skeptical prospects that “non-agitat- 
ing hauling of concrete is being 
done by all types of concrete men ini 
all parts of the country. Also to make 
them associate the Dumpcrete with 
this swing to “non-agitating” hauling 
... so they will choose Dumpcrete 
over competitive designs. 


The Direct Mail is prepared by 
Yeck and Yeck. 202 Talbott Building, 
Dayton 2, Ohio. The brothers Yeck 
(John and Bill), incidentally, did 
very well this year 
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MAXON CONSTRUCTION CO., INC. 


in the contest. 
They prepared Direct Mail advertis- 
ing for Award winners Maxon and 
Dayton Rubber Company . . . and 





BEST OF INDUSTRY 


The second in a series of case history reports . . . 


presenting outstanding 1948 DMAA Award winners 


two winners described and pictured 


in these columns for REPORTER 


readers. 
Here are the November selections. 
NBC in New York .. . and Dump- 


crete Division of Maxon Construction 
of Dayton. Ohio. NBC... with slick. 


helped on production for Merit 
Award winner Standard Register 


Company. 


Almost completely relying on good 
letters, Y & Y scheduled a monthly 
mailing, January through August. 
List was compiled from many sources. 
It now includes 1944 names of oper- 
ators of ready-mix concrete plants 

Oo 
( 


~.. and 3888 names of executives of 


_the nation’s largest contractors. 


These two groups are treated sep- 
arately ... as basic selling points 
are, of necessity, different. Mailings 
to the ready-mix men must tell about 
use of Dumpcrete by other ready- 
mixers, corporations, etc. While con- 
tractors must be sold on low-cost of 
its operation. 

Both groups received the following 
iwo kinds of Direct Mail. 

1. AS x 7!s card with a, picture 
and story on back ... and a letter 


reproduced on left-half of address 


side. 


2. Enclosures of multigraphed let- 


ter, with some form of descriptive 


literature and an informal reply card 


(e.g. “Cut my costs? 


man (sales manager), if you really 
have a story about lower concrete 
costs. send me the facts today”). 


Listen, King- 


arty, expensive, 2-3-4-color book ets 
and brochures. Maxon... with their 
letter, return card and folder. And 
each with a completely different job 
to do. 


Let's take a look . .. and see how 
the “champs * turn the trick. 


131 North Ludlow Street, Dayton 2, Ohio 


One of the Best Letters 





A BIG PINK ELEPHANT 
STUCK HIS HEAD IN OUR BOOTH 


. at the Ready-Mix Convention in 
Cincy last week. 


“T want a job,” he said. 


I was a little surprised to see him. | 
hadn't been drinking, but anything can 
happen at a convention, so I[ invited him 
in. “Tell me more.” I said. 


“Pve been listening to the boys in ‘execu- 
tive session’ all over this hotel,” said Pinky. 
seating himself in the corner, “and all | 
hear is. “Dumpcrete Concrete’ and ‘saves 
me a buck a yard.’ Sounds like a going, 
srowing business, and Id like a job.” 


“Just how,” | asked politely (it’s one 
of my rules to be polite to pink elephants) 
“do you fit in? Every Dumpcrete comes 
supplied with its own hoist, you know.” 


~ 
* 
7 


“Of course, TL know it’s presumptuous 
said the el. blushing a brick red, “but | 
thought you might send me out in pace 
of a four yard body on your next order. 
After all, my trunk can haul concrete as 
well as anything. /t has no extra m»tor 
to get out of whack or use up gasoline. It 
has rounded corners inside, a six oot 
high discharge point, a 90° dumping av zle. 
a positive cutoff gate, an 11-foot chute, 
and can place concrete fast or slow . . - 
right where you want it, just like the 
Dumpcrete. Bestdes.” he continued, ¢ yly 
placing one foot on top of the other, Td 
like to be as popular with my owne 4s 
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Dumpcretes .are.. _You should hear 
tho.- fellows. brag’ about them, and that 
hi a yard’ they save.” 


rry.”’ IL said (1 was sorry, too—can 


vo. magine the publicity value of a big 
pi Jephant with ‘Dumpcrete Concrete’ 
nar cd oon his side), “but I couldn’t get 
aw with it. You’re not made of a special 
all steel, you can’t double as a dump 
tr and you have a high maintenance 
ci 9 you'll never replace the Dumpcrete. 
Bi anks for dropping in, anyhow.” 


_ that’s all right,” said Two-ton, “I 


di have high hopes. I[ know your 
Du oerete has elephants and everything 
els at all hollow. But you can’t blame 
a for trying .. . I just wish J could 
sa, omebody a ‘buck a yard’ like you do,” 
he led wistfully as he turned to go, 


e, brother, to an elephant 
“that’s hay.” 
W. W. KINGMAN. 


(Signed) 


An elephant never forgets. But 
yi ‘ight. That’s why I’m reminding you 


~, 
me 


NATIONAL BROADCASTING COMPANY 


AF 
AN 


ind now to NBC. 


in the “radio” classification of the 
D\IAA contest . .. there was a tie 
between NBC and CBS for the Num- 
ber 1 slot. Both produced a series 
of lavish booklets, with slick designs. 
\nd both are good. 


\BC’s Direct Mail effort for the 
period between August, 1947 and 
\ugust, 1948, was made up of seven 
components 


|. /nstitutional— To inform radio 


'VEMBER, 1948 


right now to mail that return card today— 
so you can start saving a “buck a yard” 
too. 


One reason that makes each in- 
quiry worth $844... yes $844... 
is Maxon’s quick and complete follow- 
up system. Inquiry is answered im- 
mediately and two additional letters 
are mailed at two-week intervals. 
Three-color, 12-page booklets go on 
out, too. Copy of the letter goes to 
dealer for follow-up. 


But now for the dollars and cents 
figures of the campaign. 


Total cost for last year was under 
$3000 .. . that figure only 1.9% of 
total sales definitely traceable to Di- 
rect Mail inquiries. 


Here’s the very interesting break- 
down of results. 


audiences and others concerning 
the aims and activities of NBC. 


2. Sales Promotion— To acquaint 
advertisers and agencies with the 
success stories of NBC program 
facilities. Also to help advertisers 
and potential advertisers in their 
use of the medium . . . and back 
up efforts of Network salesmen by 
highlighting specific availabilities 
on the Network. 


3. Public Affairs—To carry to im- 
portant groups the story of NBC’s 
ébligation to the listening public. 





$7500 ... in sales made direct from 
home office after follow-up inquir- 
ies by mail and phone. 


$139,500 . . . in sales were made by 
dealers after follow-up inquiries. 


$147,000 . . . total sales traceable to 
Direct Mail during the period of 
the campaign. 


Sales Manager W. W. Kingman 
says ... “These figures speak pretty 
well for the direct value of this cam- 
paign. They speak pretty well for 
indirect values too. If Direct Mail 
can produce this much in sales, it 
must be doing a whale of a job in 
spreading the good word about the 
Dumpcrete among those who will be- 
come live prospects next year, and 
the year after, and the year ofter 
that.” 


RCA Building, Radio City, N. Y. 206 


4. Audience Promotion—To help the 
local independent stations pro- 
mote Network programs on the 
local level . . . by giving them ma- 
terial (mats, posters, etc.) of uni- 
form good quality. 


5. Stations and Western Network— 
To produce Direct Mail material 
for stations owned and operated 
by the Network, for the NBC 
Western Network and, to a lesser 
extent, independent stations affil- 


iated with NBC. 


(Continued on page 14) 
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THESE DAYS. 
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this improved paper! 
Whiter than ever in 
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Bond 





Name 


Clearer, sharper finished work on 
the smooth, glare-free surface of 


Please send me — FREE 
and include Packet of 





va 


HAMMERMILL BOND 


IT’S THIS” j 
IMPROVED 








its 35-year 
history, improved Hammermill 
Bond adds new impressiveness to 
your business messages! 

Mail the coupon now for FREE sample book 


Contains samples of improved Hammermill Bond in 
wide range of pleasing colors...and the brighter, 
purer white ... also matching envelopes. 


THAT ERASES 

SO WELL. NOW 
| DON’T HAVE 
TO RE-TYPE A 
WHOLE LETTER 
BECAUSE OF ONE 
LITTLE MISTAKE! 



















WATERMARK --- {fT 1S HAMMERMILL'S WORD OF HONOR TO THE PUBLIC 


Hammermill Paper Company, 1621 East Lake Road, Erie, Pennsylvania. 
-_the sample book showing the improved Hammermill 





(Please attach to. or write on, your business letterhead) 









Letterhead-size sheets. 


. Position 





6. Television—Addressed chiefly to 
advertisers . . . and to stations 
adding television to their racio 
operations. Increased Direct Mil 
activity . . . due to tremendc is 
expansion of television. 


7. Radio-Recording—To promote a 
variety of recorded programs and 
recording services. 


The majority of the pieces are tyo 
and three-color booklets beautifu ly 
designed and layed out. But... a 
comic book is also included. 


The most impressive job in the 
bunch . . . is a collection of 56 very 
colorful caricatures of NBC actor. 
celebrities by Sam Berman. They are 
each 6° x 7°, accordion-fold. Mailed 
to 3500 advertising prospects .. . in 
a small box. 


Two objectives were in mind 
throughout preparation of all mail- 
ings. (1) To promote and sell NBC 
facilities, time and programs. And 
(2) To disseminate to advertisers 
and agencies, public leaders and oth. 
ers .. . complete information con- 
cerning policies and public affairs 
programs of NBC. 


Allen Hurlburt, Art Director of 
NBC, sums up... 

- Direct Mail is particularly well 
suited to our problem of reaching a 
specialized audience. The number of adver- 
tisers who are prospects for network adver- 
tising is very limited and advertising in 
other media may frequently reach many 
uninterested parties in order to find its 
way to the interested prospects. 


Direct Mail makes it possible to care- 
fully select the group we want to reach. 
Since a large part of our audience is made 
up of advertising men, we must plan our 
promotion to be as different from the aver- 
age run of advertising as is possible. We 
find that Direct Mail offers the following 
advantages in achieving this end: 


1. Complete flexibility as to size and 
shape. 


2. Control over printing processes, paper 
stocks, and colors, 
3. Choice of the time of impression.” 


x % % 


That just about winds up the No- 
vember session. Next month... and 
for some months after that .. . THE 
REPORTER will again be on hand ‘o 
show you the different ways that Di- 
rect Mail can be made to work. So he 
sure to be around next month. . . 
when two more case histories will be 
presented. 
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The Plain Jane 


of Direct Mail 


st in case you think that once 
compiled your marvelous mailing list 
wil: stay that way, here are some fig- 
ures that offer proof positive that the 
onl, certainty is change. 


Turnover 


the Chicago Post Office alone 
recently reported 650,000 removal 
notices for just one year—and that 
didn't include all the folks who forgot 
to file their moving intentions—or 
the myriad of other list changes that 
occurred. 


Dun & Bradstreet, Inc. just revealed 
a business average of around 6000 
daily changes, including 683,000 new 
names; 367,000 withdrawals and 
603,000 changes in credit standing. 


As further evidence of some of the 
turnover that is going on among the 
people you want to reach, the Direct 
Mail Advertising Association, Inc. 
issued these annual statistics on the 
percentage of change: 22% for house- 
holders, 23% for merchants, 29% for 
agents and 37% for advertising men. 


So be assured turnover in your 
own lists is terrific. Executives 
change jobs, are transferred or pro- 
moted, retire or die. New businesses 
spring up, others move, reorganize, 
merge or fold up entirely. Consumers, 
too, are on the move continuously. 
Cliff dwellers do find new apartments, 
family units increase and split up. 
home owners move down the block 
or across the continent. There are 
em'gres and immigrants. With added 
veers people enter or leave the infant, 
vo.th, teen age, young married, 
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By ALICE HONORE DREW 


middle-aged and octogenarian mar- 
kets. And people are born, marry. 
increase their incomes and die. All 
these daily happenings—365 days a 
year—vitally affect the quality of 
your prospect list. You have to be on 
your toes to keep up with even a 
small portion of them. 


And since the experts pretty gener- 
ally agree that at least 60% of the 
results of your Direct Mail is due to 
the condition of your lists, it is the 
largest single factor in the success of 
selling by mail. Correspondingly, 
lists take more time and effort than 
any other part of the planning and 
preparation of Direct Mail. 


Help of Salesmen 


If you'll make it easy and laud the 
results of their efforts loud and long. 
your salesmen will really cooperate in 
keeping lists in good commission- 
catching condition. To insure their 
continuous interest and efforts. tell 
them exactly how they can help, harp 
on the importance of their help and 
point frequently with pride and praise 
to the help they do give. 


Leave nothing to their imagination. 
Issue a special mailing list guide tell- 





Reporters Note: UHere’s the final in- 
stallment of Alice Drew’s three-part article 
on planning, building and maintenance of 
mailing lists. Alice is direct advertising 
consultant at 112-41 72nd Road, Forest 
Hills, New York. Also a member of the 
DMAA Board of Directors. Formerly adver- 


tising manager of several large firms. 


ing the complete what and why and 
when and how and where and who of 
finding names. Cajole. jolly, remind. 
even shame the salesmen into daily 
work. Issue instructions and exhorta- 
tions in bulletins—humorous and 
otherwise. Vary the pace by sending 
out reminder memos and letters every 
so often. Add occasional postscripts 
about list maintenance to letters on 
other subjects. Keep accurate track 
of each addition. correction and kill 
sent in, then tally the results. includ- 
ing any zeros earned, in every issue 
of the house magazine. In your write- 
up give a special build-up to the 
month’s leaders. Toot '"p the impor- 
tance of being mailing-list-minded at 
all sales meetings and conventions. 
Give adequate stress to the subject in 
sales training courses and include a 
section on list cultivation in your 
salesmen’s reference manual 


List Report Form 


A form-—the simpler the better 
will help make it easy for your men 
to report all adds, kills and changes. 
Before designing or revising your 
mail list report you will have decided 
just what data is desirable to include. 
The size and shape the form takes 
will vary with the type of business 
and individual you want to reach. If 
you have clearly defined your pros- 
pects you won t skip any important 
characteristics nor include any extra- 
neous or meaningless matter. You 
might want to combine this form with 
your sales call form so only one 
report need be made. 


(Continued on page 16) 
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REPLY-O LETTERS 
will do your selling job 
@ MORE EFFICIENTLY 
e LESS EXPENSIVELY 
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The REPLY \ 


1S IN 
THE LETTER 
NATIONAL ADVERTISERS SAY: 
“Our Reply-O Letters ‘An elaborate broadside 
produce between 18% with return postcard en- 


and 32% replics. We 
have been able to trace 
$13 millions in business 
from an expenditure of 


$27,000.00 


closed produced 8%  re- 
turns. The Reply-O follow- 
up produced 24% from the 
same list.’’ 

The Mathieson Alkali 


New England Mutual Works, ‘ncorporated 
Life Insurance Company 

‘Up to the present 

writing, the score 


stands: Reply-O — 189 

orders against the ordi- 

nary letter—98 orders."’ 
Borden's Milk 


To save you time, send along the fol- 
lowing information when you request 
samples. 


Frequency of mailings. 
Average size of mailings. 
Type of list. 


This information will enable us to 


answer your initial letter with helpful, 
understandable facts and figures. 






REPLY-0 PRODUCTS CO. 
150 W. 22nd St. . New York 11, N.Y. 


When drawing up your form con- 
sider such obvious conveniences as 
typewriter spacing. padded forms. 
carbon sheets. different colored copies 
to distinguish head office from branch 
copies, etc. Try to incorporate check 
marks wherever possible to minimize 
the amount of writing necessary. As 
an example, here is a form which has 
proved easy and complete for one 


personal knowledge of. prospe:'s, 
against local telephone books. et 


Check by Mail 


Another resultful way of hou. 
cleaning your lists is to send out in 
inexpensive campaign asking he 
prospects for an okay or correcti: ns 
on their listings. This can be dine 

















manufacturer. with letter and reply card, Reply 0- 
MAILING LIST REPORT 
if PROSF ECT i} SUBSCRIBER ‘} EX-USER 
C) Mig. St Non-Mig. HOSpital 7 _ 
(PRODUCT) (BE SPECIFIC) 
re _ Northern Liberties Hospital 
Stet. /th and Brown Streets —s——. —_s County PHiLadelphia 
ciy. _ Philadelphia rme__23 _ State Pennsylvania 
aq == Herman i. Goldberg __ tite AGmin, 
as saacisaainieiiadaiaieiiainied ______ Title a 
Remve____ herman Coldky (not there) _ title Admin, a 
ee nial a a sindninianininsanitines 
Burt Pedersen _ _..... 
SALESMAN DATE OF SOURCE 














After instituting the use of a con- 
venient form, you may wish to tell 
your men you will accept new names 


and corrections in any manner 
running lists. checked directories. 


newspaper and magazine clippings 
with names underlined, etic. After all. 
the important thing is to get as much 
list data as you can. The easier you 
make it for them the more you'll get. 


Periodic Check 


daily work done by 
branches and the home office, you 
may find it advisable to make periodic 
check-ups at least annually. If 
identical lists are maintained in your 
sales offices. of course. duplication 
will not be necessary before issuing 
instructions for complete checking of 
names. If duplicate lists are not kept 
or if your lists are on stencils, the 
names can be typed or proofed in the 
most convenient way-——on sheets, indi- 
vidual cards, strips or on a continuous 
roll of paper. Each salesman can 
check the names against his own 


Besides 


THE REPORTER OF DIRECT MAIL ADVERTISING 


Letter, double business reply card, or 
questionnaire and_ business _ reply 
envelope. Sending a proof or dupli- 
cate stencil often flatters the prospect 
into returning it corrected or okayed. 
Or you might wish to combine a list 
correction request with one of your 
regular sales appeals. The data can 
be asked for in a P.S. to the letter. 
simply added to the copy on. the 
return card or included on the face or 
flap of the carrier envelope. . With 
any of these methods you can often 
greatly increase not only the accuracy 
but the size as well of your list by 
asking for suggestions of other prob- 
able interested individuals. " 


As with any home oflice originated 
list data, all such information. should 
be forwarded to branches for, corree; 
tion of their lists. Many firms. dovnol 
mail to new names until they ere 
okayed by salesmen. Such a regu a- 
tion provides a double check that | st 
data will be reviewed as it is receivid 
by branches. 


(Continued on page 18) 
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"VERY MAILING ROOM NEEDS 
cwese THREE U.S.&. Envecores 































ColumbianClasp gets the nod. Wherever this 
envelope goes, it promises heavy-duty pro- 


tection for its contents... a reputation that’s 





made it the most famous trade-marked en- 


velope in popular use today. 
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the Columbian Flat Mailer — because of its 


appearance, its heavily gummed flap ‘— al- 


ways looks like first class mail and insutf¢s 

















ES first class handling. Made of tough, glazed 
. & brown kraft paper, with stout seams. 
) a | 
, 
: 
' FOR LARGE AIR MAILINGS 
| : U.S.E. fills the need with a new envelope — 
. the Columbian Airmailer. Companion in 
make-up to the Flat Mailer, its Jet-Wing 
border design immediately announces it as 
“air mail, first class.” \ SS ee 
“AlN, ric an h —— =_{. 
Us — 
3 E-10 thes, tne ness Moves vn SA, 
* ne ' el vel 
I a € nar . | Ope S 
' SWZ them ig p, ne COLI MBIAN “ik 
SHY Ss racked by | YON eac] 
23 qn Ss +. Your % y the Us _ 
se IISF a wi 4Ssurance a f ot, SUarante, 
pe Worry} : reed, 
et les M fron 
‘ l en. 
‘(NITED STATES ENVELOPE COMPANY 
eneral Offices—Springfield 2, Massachusetts 






IVISIONS FROM COAST TO COAST 





Post Office Aid 


In addition to personal checking 
by salesmen and check by mail. the 
Post Office will also do some of this 
work for you. If you will separate 
and send your 3 x 5 cards to the 
postmaster for each locality involved. 
he will check your list at a cost of 
only le a name with a minimum 
charge of 25c. However. he will 
undertake only correction or elimina- 
tion of names and addresses accord- 
ing to his latest information. He will 
not supply new names nor can he 
make changes he hasn't heard about. 


The Post Office also offers all sorts 
of other helps in keeping lists in up- 
to-date condition. First class mail 
does get first class handling and the 
Post Office makes every effort to for- 
ward your letter or return it to you 
as undeliverable with the reason noted 
as deceased. moved. left no address. 
unknown. out of business. etc. Still 
dont depend too much on this service. 
since many first class letters reach 
waste baskets because the executive 
addressed left the firm without filing 
a change of address notice. Also, you 
receive no corrections for your list 
when a letter is forwarded to the 
addressee by the Post Office. Of 
course, if you fail to have a return 
address on your envelope. undeliver- 
ables will be sent to the dead letter 
office. 


With third class mail . . . if your 
envelope bears only your compafiy 
name and address. the postmaster will 


blithely destroy all your nice mailings 
when they are undeliverable and you 
will be none the wiser. This pro- 
cedure is perfectly in order when you 





are renting a list on a one shot ba 
and therefore are not interested 
correcting it. However. to save t 
wanton waste when using your 0) 





Alabama Indiana 
Birmingham Evansville 
Mobile Fort Wayne 
Montgomery Indianapolis 

California South Bend 
Berkeley lowa 
Glendale Des Moines 
Long Beach Sioux City 
Los Angeles Kansas 
Oakland Kansas City 
Pasadena Wichita 
Sacramento Kentucky 
San Diego Lexington 
San Francisco Louisville 
San Jose lovisiana 

Colorado Baton Rouge 
Denver New Orleans 

Connecticut Maine 
Bridgeport Portland 
Hartford Maryland 
New Hoven Baltimore 
Waterbury Massachusetts 

Delaware Boston 
Wilmington Brockton 

District of Columbia Springfield 
Washington Worcester 

. Michigan 

Florida 5 : 

. etroit 
Jacksonville Fl; 

Miami aos : 
St. Petersbur Grand Rapids 
; 9 Kalamazoo 

Tampa “paerwee 
ansing 

Georgia Pontiac 
Atlanta Minnesota 

Territory of Hawaii Duluth 
Honolulu Minneapolis 

Illinois Saint Paul 
Chicago Mississippi 
Peoria Jackson 





Missouri 


Kansas City 
Saint Joseph 
Saint Louis 


Nebraska 


Lincoln 
Omaha 


New Jersey 


Elizabeth 
Jersey City 
Newark 
Paterson 
Trenton 


New York 


Albany 
Brooklyn 
Buffalo 
Jamaica 
Long Island City 
New York 
Rochester 
Schenectady 
Staten Island 
Syracuse 
Utica 


North Carolina 


Charlotte 
Winston-Salem 


Ohio 


Akron 
Canton 
Cincinnati 
Cleveland 
Columbus 
Dayton 
Toledo 
Youngstown 


Oklahoma 


Oklahoma City 
Tulsa 


CITIES HAVING POSTAL ZONE NUMBERS 


Oregon 
Portland 
Pennsylvania 
Philadelphia 
Pittsburgh 
Scranton 
Williamsport 
Puerto Rico 
San Juan 
Rhode Island 
Providence 
South Carolina 
Charleston 
Columbia 
Tennessee 
Chattanocaa 
Knoxville 
Memphis 
Nashville 
Texas 
Dallas 
Fort Worth 
Houston 
San Antonio 
Utah 
Salt Lake City 
Virginia 
Norfolk 
Richmond 
Roanoke 
Washington 
Seattle 
Spokane 
Tacoma 
West Virginia 
Charleston 
Huntington 
Wisconsin 
Madison 
Milwaukee 

















460 W. 34th ST..N. Y. C 
LONGACRE 4-264( 
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lists you can incorporate various 
instr ictions to the postmaster on 3rd 
and th class mail. 


uctions to the 
master 


Ins 
Po: 


| legend “Return Postage Guar- 
ant insures the return of all your 
und verable mail. With this method 
you °n eliminate deadwood at a cost 
of | for each two ounces of return 
bul loes not give you new locations 
of addressee. This instruction is 
par! ilarly desirable when the mail- 


ine ece is valuable and it does 
elim ate further mailings to some 


use names, 


wugh there are many. many 


vari. ions of “Instructions to the 
Posi. aster” asking for information 
on orm 3547, possibly the most 
usei: one is this: 
-tmaster: If undeliverable as ad- 
-ed for any reason, notify sender 


ng reason on Form 3547; 
which is guaranteed.” 


postage 


li theory at least this will bring 
back all your  undeliverables—no 
matter what the reason—with all the 
know ledge he has about the individual 
at a charge of 2c each. Check with 
your own postmaster for the exact 
instructions most suitable for your 
needs. You may want to have your 
handled in different ways on 
successive Campaigns. 


mail 


You can't be too complacent about 
the eflicaciousness of instructions to 
the postmaster. Despite instructions 
some undeliverables may still be de- 
stroyed. So the burden is still on you 
lo keep an eye peeled for every cor- 
rection you can get from other 
Besides an ounce of 
correction before a mailing goes out 
saves a pound of postage, addressing 


and processing charges. 


SOUTCCS, 


When you forward these undeliver- 
ables to each salesman remind him 


they represent money wasted. Stress, 
loo. the fact that each undeliverable 
keeps him from calling by mail on 


another prospect. Remember in just 
one sear 15,500,000 pieces of mail 
were destroyed by the Post Office as 
undiverable. Do everything possible 
lo keep your mail from this costly 


and cnominious fate. 


(Continued on page 31) 
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Help yourselfto 


PONTON'S 
MILLIONS 


Selected, live, classified buyers—quickly 
convertible into profits! Let Ponton guide 
_you directly to your prospects. 
Ponton’s 63 years of productive list 
leadership bring you these unrivalled 
advantages: 











real 


YOUR LISTS MADE-TO-ORDER! 


no stock, “shelf-stale” lists. 


We sell 
Each is in- 
dividually compiled—from the very latest 
sources—to do the job you want done. 






VERSATILITY UNEQUALLED! Ponton lists 
are available on cards, labels, sheets, 
stencils, on your own mailing matter, 
or in any other form and in any break- 
down desired. 


SPEED, ACCURACY-—the maximum ob- 
tainable is guaranteed at all times. 






















24,000 CLASSIFICATIONS readily avail- 
able! Other special lists promptly and 
efficiently supplied. 





LATIN AMERICAN lists a specialty! 


COMPLETE CATALOG! Pon- 
ton’s famous LIST O‘TRADES 
—the most complete Mail- 
ing List Catalog published! 
Write to Department 1. 





COMPLETE , [ST 1885 

PYVititte \ nc. Netti 

AND IN ALL THE 
ADDRESSING bad e - 
FACILITIES rf 


i 
PRINCIPAL 
AT THE HEAD OF THE st mie 
635 Avenue of the Americas, New York 11,N. Y. 


Strictly Mail Order 


Reporter's Note: 


How's the mail order business? In 
spite of talk about poor returns dur- 
ing fall season. we hear that many 
list brokers and lettershops are e€Xx- 
tremely busy. Reason seems to be: 
although luxury items are away off 
with fewer mailings on books. can- 
dies, foods and merchandise. etc. . . . 
the news and business services are 
soing great guns. These services 
thrive in periods of uncertainty. 
Their mass mailings are more than 
making up for reductions in other 
lines. 


This department of THE REPORTER is reserved 
for the views and news of the mail. order people . . . the 
men and women who use the mails to get immediate orders. 





One of the best talks we've heard 
in a long. long time was made on Oc- 
tober 7th before the New York Hun- 
dred Million Club by Carl Hillman. 
manager of Direct Mail, Curtis Circu- 
lation Company, Philadelphia. It was 
the first time any Curtis executive had 
been permitted to reveal the inside 
dope on this company s use of the 
mail. 

But this reporter has failed in his 
effort to get permission to use the 
charts. illustrations and complete 





i : 
at | | | Nal Retiew 







if $4] oa bee 
mt i Coup 4s 
ti) 











M4 . , 
, fovdo., 


a o* 
a 4s? 
,at 


419 N. Dearborn St. ° 





DOUBLE your sales force 
DOUBLE your sales calls 


SALES REVIEW Supports the sales- 
man’s personal effort. A new and 
better tvpe of sales promotion piece 
that shakes hands every month with 
the man who sells your product. 
SALES REVIEW is not just a maga- 
zine, it is a program designed to 
keep your own. salespeople, your 
jobbers’ and distributors’ sales force 
fully informed about your com- 
pany and your product. SALES 
REVIEW is a consistent program 
of helpful, interesting information 
about selling generally, and your 
products specifically. 

SALES REVIEW presents new selling 
ideas as well as space for your ex- 
clusive use. “The men selling your 
products are intelligently informed 
about your company and its activi- 
ties. At the same time these men are 
given the best written information 
about selling generally, in an inter- 
esting and entertaining manner. 


You can test SALES REVIEW without cost or obligation. 
Write today for free copies and further information. 


SALES REVIEW 


Superior 7-5578 . 


Chicago 10, Illinois 
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copy. Maybe sometime in the fut»re 
... but not now. 


Carl’s talk was concerned with { yo 
different types of Direct Mail, (1) to 
get renewals, (2) to sell new ¢ b- 
scriptions. 


On (1) he advanced the idea t at 
the only reason people renew a s ‘b- 
scription is .. . because they like he 
magazine. Curtis works on that ¢ ie- 
ory alone. They do not believe | vat 
a “renewal letter” has any eff ct. 
They, therefore, concentrate solely on 
the renewal (or reminder invoic:). 
They put their selling or action c py 
on that form. It looks like an invo <e, 
but is different. 


Because people will read a disp ay 
heading, but not entire text of a form 
... the customary name and address 
of company is moved to bottom. A 
heading replaces it. Successful forms 
are used over and over without 
change. 


Among the successful headings il- 
lustrated were “OK to Continue Your 
Post?.” “Did You Remember to Re- 
new Your Subscription?,” “A Chain 
Is No Stronger Than Its Weakest 
Link. Your Subscription Expires 
With—(picture of a chain with a link 
representing a month checked off).” 


All details about renewals are in- 
cluded on one form, including cor- 
rections of address. When the Satur- 
day Evening Post changed its price 
... renewal forms were mailed with- 
out any explanation or mention of 
new price except listing on the form. 
There was not a single degree of 
change on renewal percentages. It 
has been Carl Hillman’s experience 
that a price of $10.00 for a long 
period subscription (no matter what 
length of period) is easiest to sell. 
And another thing . . . he gets most 
renewals for the period and price he 
emphasizes the most. Which seems 
only natural. 


In other words, if people like your 
magazine, they will renew at price 
quoted. If they don’t like your maga- 
zine ... they won't renew no maiter 
how great the pressure in letters or 
copy. 

With relation to (2) Direct Mail 
for selling new subscriptions,—| ere 
letters are very important and Mr. 
Hillman illustrated various type: of 
letters he has‘used successfully. A 
very simple but effective one vas 
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od. with “Everything You Like Is 
ing in the Post,” another 


ard Wouldn't Know 


“Poor 
It Now.” 
another which pulled very well 
ased on conceit, i.e., the assump- 
hat everyone knows the Post and 
igned by story characters who 
‘yin the magazine, such as Tug- 
\nnie, etc. Most of Hillman’s 

carry an attention § getting 
ig rather than a fill-in. 


e of subscription is rarely men- 
| in “selling” letters, and is 
only on order forms. On occa- 
when the price is quoted, it is 
oned immediately at the start 
is emphasized as a “bargain 

Selling to women, according 
. Curtis theory, as exemplified 
‘ters on the Ladies’ Home Jour- 
; based always on an emotional 
| and not on reason. 


summary, Mr. Hillman pointed 
at successful mail order is based 
a triangle, no one side of which 
e missing if success is to be 
ved. The base of the triangle 
sents a good product and the 
sides represent, respectively, @ 
list and a good offer. In con- 
in. Mr. Hillman quoted what has 
for many years, and still is, the 


is Creed—*When you think you 


all the answers——you re slip- 
id he gave several examples 


which proved that even the experts 


Calihi 


g00K 


Ca 


ot tell in advance which is a 
letter and which won't pull. 


rl Hillman is an expert in an- 


swering questions about Direct Mail. 


May! 
enou 


Us sf 


if Tue REPORTER urges hard 
ch... hell break down and give 


me articles for these pages. 


That’s a clever start Esquire maga- 


zine 


used in its latest subscription 


promotion letter. First part of the 


letter 
“T) ; 


reads: 
mit rae ies 


.. My eyes are too weak to see 


inything more. than the pictures 


ut be sure to renew my Esquire 


fre 


‘rom there on 


Mant 


ubseript ion.” 


so wrote an eighty-year-old gent 
Oklahoma, who has been an avid 


+ of Esquire for many years. 


Esquire lets 
| the bars on its policy of a 
ricted subscription list” and 
's.a speciatvoffer of 39 issues for 
$12.00. | 


NC VEMBER, «1948: 
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SHE'S KEEPING THREE AUTO-TYPISTS 
BUSY ... TYPING PERSONAL LETTERS! 


The girl pictured here is operating not one but THREE of the most amazing 
business machines ever built. With these three machines she can turn out 
as many as 400 letters a day. Not form letters, but personal letters — each 
one completely and individually typed. Even that’s not all. In addition this 
one girl can type in by hand all necessary names, dates and other reference 
material that makes each letter as much a personal letter as though it had been 
hand typed from beginning to end! 











For Large and Small Offices 

No wonder office managers’ eyes blink with amazement at the drop in typing 
costs. No wonder tired typists sigh with relief when pneumatic fingers take 
the drudgery out of typing. It’s like magic to see one girl and three Auto- 
Typists easily “pour-out” repetitive typing that formerly required the time 
of six typists. 

Sample Letter — Free! 

But see for yourself. Clip the handy coupon to your letterhead and we'll 
send you an Auto-Typed letter that you can’t tell from one that a skilled 
stenographer types by hand. We'll also enclose an interesting illustrated 
folder that shows just how Auto-Typist works and how it saves countless 
dollars and countless hours of time for large and small business offices all 
over the United States. 

Before buying any automatic typing equipment, learn why Auto-Typist 
gives flexibility, speed and economy of operation not matched by any other. 

Send for these facts today. No cost or obligation — now or ever. 


The Auto-Typist pept. 211 


610 N. Carpenter St., Chicago 22, Ill. 


THE AUTO-TYPIST, Dept. 211 

RUSH 610 N. Carpenter St., Chicago 22, III. 

THIS Write to me on the Auto-Typist. Also send me illustrated circular that } 
describes vour Push Button Model. <All information is free and I am under 
no obligation. 

COUPON : 
NAME 


COMPANY 


FREE | 
FACTS P, 0. ZONE........ 


ADDRESS 


3 FOR 











Now that the election is over. and 
most of the faces we’ve seen look 
redder than the youngest blushing 
bride, there still seems to be a great 
deal of question about Mr. Tru- 
man’s new cabinet. 


Obviously, its much too soon to 
know much about what’s going to 
happen. We do. however. have some 
definite thoughts about who should 
be the Postmaster General for the 
next four years. Even though it 
sounds like heresy in the face of some 
of our previous writings, our rec- 
ommendation for the next Post- 
master General is (believe it or not) 
Jesse Donaldson, the present Post- 


Playing 
POST OFFICE 


By: EDWARD N. MAYER, JR. 


master General. We've disagreed 
violently many, many times in the 
past with Mr. Donaldson, and we'll 
probably disagree in the future, 
whether he remains in his top job or 
not. We don’t like his ideas about 
postal rates ... but at least we know 
that he’s completely sincere in his 
beliefs about making the Post Office 
self-supporting. Let's say we know 
exactly where he stands and what he 
stands for. | 


Our main reason for wanting to see 
Mr. Donaldson continue in office is 
extremely simple. Since he’s been on 
top there’s a better spirit in the Post 
Office than we've ever seen. In spite 





GET A MORTGAGE PAPER 






V 100% rag 


V distinctive unglazed parchment finish 


. 





cunt ZegyS Ott 


High opacity is one of the most important qualities 
a mortgage paper can have. It makes reading 
easy. It lends importance to a document... 
Ask your printer—the expert... For 
mortgages or other documents super opaque 
Rising Parchment pays off in the quality 
impression it creates for your organization. 


Rising Parchment 


V super opaque 


’ 


Vv 6 standard sizes of envelopes 
V four weights 





WHEN YOU WANT TO KNOW...GO TO AN EXPERT! 


Rising Papers 


ASK YOUR PRINTER...HE KNOWS PAPER! 


Rising Paper Company, Housatonic, Mass. 








of all the complaints about bad serv. 
ice (which the Postmaster General 
is doing so much to better) the men 
in the service, from the newest sub. 
stitute messenger to the postmaster 
of the largest individual office, are 
putting more into their work tian 
you normally expect from govern- 
ment employees. There’s a new sp'rit 
of cooperation and helpfulness that 
has never existed before. 


We saw it at the Postmasters’ Con. 
vention in New York the week of 
October 18th. We've seen it at every 
Post Office employee convention 
we ve attended and we get to a loi of 
them. All in all, Jesse Donaldson jas 
done a terrific job of getting the serv- 
ice back on its feet . . . and we hope 
he’s allowed to continue in order to 
complete the job he’s started so well. 


# * * 


It doesn’t make any difference now 
but a great many people seem to be 
laboring under the impression that 
if Mr. Dewey had been elected, we 
were going to have forty odd thou- 
sand new Postmasters come next 
January. That would have been com- 
pletely impossible. 


All regular postmasters are pro- 
tected in their jobs by civil service 
laws. However, there are approxi- 
mately 800 postmasters who have 
never been confirmed by Congress, 
even though they were nominated by 
the President. All the nominations 
expired in July, for the very simple 
reason that the Republican majority 
in Congress obviously hoped that 
there would be changes in the list 
after Mr. Dewey was elected. 


But even Congress itself didn’t seem 
to realize how little hope there was 
for many new names to be submitted 
in place of the nominations originally 
made by President Truman. 


Here’s how the system operates: 
Nominations for postmasters are 
made from an eligible list of the 
three top ranking persons who have 
taken civil service examinations. The 
President may nominate any one of 
the three, except that if one is a 
veteran, he must automatically nom- 
inate that man or woman. 


Mr. Dewey couldn’t have done a 
thing about the eligible list of three. 
If the original nomination had gone 
to a veteran, he couldn’t even have 
changed the name of the nominee 
unless there was another veteran »n 
the list. However, if no veteran «p- 
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od on the list of three, it’s possible 


Mr. Dewey might have found 
Republican name among the 
approved candidates and been 
-o change the original nomina- 


‘o one he liked better. 
- best hope Mr. Dewey had was 


, great many of the 800 lists 
incomplete—in that case, new 
nations could have been ordered 
attempt to complete the require- 
of three names. 


‘oesn’t make any difference now, 


ever—but it is interesting to 
» that there couldn’t have been 
any changes in the postal service 
postmaster level. 


a foregone conclusion, with 
he House and the Senate under 
cratic control, Mr. Truman’s 
ations will now be acted upon 
ably, almost as soon as they 
‘bmitted. 


*% * % 


eral months ago we had a few 
s to say about the number of 


commemorative stamps authorized by 


the 80th Congress. Several readers 
asked for a complete list (what for. 
we don't know). Here it is, for what 
it's worth. We admit that some of 
the names mean absolutely nothing 
to us . . . and some of the things. 
events and/or organizations honored 
mean little more. 


3¢ Thomas Edison 

3¢ Joseph Pulitzer 

3¢ Centenary of Stamps 

1I5¢ Souvenir Sheet 

3¢ Doctors 

3¢ Utah 

3¢ United States Frigate Constitution 
3¢ Everglades 

3¢ George Washington Carver 
3¢ Discovery of Gold 

3¢ Mississippi 

3¢ Four Chaplains 

3¢ Wisconsin Statehood 

5¢ Swetlish Pioneer 

3¢ Progress of Women 

New York City Golden Anniversary 
William Allen White 

United States-Canada Friendship 
Francis Scott Key 

Salute to Youth 

Oregon Territory 

Harlan Fiske Stone 

Palomar Mountain Observatory 
Clara Barton 

Poultry Industry 


Gold Star Mothers 

Fort Kearney 

Volunteer Firemen 

Indian Centennial 

Rough Riders 

Juliette Low 

Will Rogers 

Fort Bliss 

Moina Michael 

Gettysburg Address 

\merican Turners Society 

Joel Chandler Harris 

But there is some value in these 
commemoratives. Thousands upon 
thousands are purchased and never 
used, which means a sizeable profit 
to the Post Office. The Clara Barton, 
Poultry Industry and Gold Star Moth- 
ers stamps which were issued _be- 
tween September 7 and September 21 
sold a total of 3,048,983 in first day 
sales. It's impossible to say how many 
of these were used in place of other 
stamps but the total of $91,469.49 
(they were all 3c. stamps) is some- 
thing to remember the next time we 
sneer at Commemoratives. 
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— Vari-Typer Writes with Print Types 
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@ Right in your office by your office typist. 


@ OPERATES LIKE A TYPEWRITER. 
® Changes type styles instantaneously. 


@ A DIFFERENT STYLE TYPE FOR EVERY PURPOSE. 


In 300 Neat Styles and Sizes 


Vari-Typed master copy or 
stencils give clean, black, 
sharp results. Right and left 
margins squared — words 
and characters properly 
spaced — ready for instant 

uplication by mimeograph, 
hectograph, offset, direct- 
to-plate, photostat or blue- 
—. Many firms say Vari- 

, r hae saved them up to 
8 rr on costs! Send for 
Booklet No. 012. Demon- 


stration arranged tosuit you. 


RALPH C. COXHEAD CORP. 


EMBER, 1948 
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333 Avenue of the Americas ‘ 
New York 14, N.Y. —" 
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100,000 

MEN AND WOMEN 
WHO BOUGHT 

BY MAIL 

AND FROM 
MAGAZINE ADS 


Pipes, Tobacco and Other 
Smoking Accessories 


The Original List of 
Buyers from 
John Surrey, Ltd. 


On addressograph plates. Will 
address mailings to any part 
of the United States. $13.50 per M 


Brokers Business 
Solicited 


HAROLD KREITZMAN 


40 West 15th St., N. Y. C. 
CHelsea 3-3442 


WOOO INNO 








CREATIVE 
DIRECT 





AHREND clients benefit — at 
no greater cost— from 55 
years of merchandising-by- 
mail experience; have won 
29 National Awards in the 
past four years! 


For ideas, production and 
mailing of promotion that 
pays, consult THE FIRMWITH 
THE HABIT OF SUCCESS! 


D. H. AHREND CO. 


333 E. 44th St., N. ¥Y. 17, MU 4-3411 
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One Advertising Man 
to Another _ 


GEORGE KINTER’S MONTHLY LETTER EXPRESSING 
ONE MAN’S OPINION | 


[ can't blame you, Henry, for be- 


coming a bit perturbed over the ad- 
vertising of the Saturday Evening 
Post, comparing the cost of space in 
that publication with the cost of pen- 


ny post cards (August REPORTER). 
I can’t think of a better word for that 
kind of advertising than the one you 
used-—“asinine,” and that word de- 
scribes. in this man’s opinion, a lot 
of the things the. Satevepost has done 
since, as well as before, the passing 
of George Horace Lorimer. 


However——and here is a bit of ad- 
vice you have given me at times— 
had you taken a bit of time to cool 
off. you would have come to the con- 
clusion to which I have come. That 
it was merely a space-selling adver- 
tisement designed to catch advertisers 
with as little thinking ability as has 
that part of the public which accepts 
the claims made in many of the ads 
the Post carries. 


An advertiser with any reasoning 
ability would be no more influenced 
by the Post's figures than would a 
woman with a lick of sense be influ- 
enced by the findings of 36 mythical 
doctors that two out of three women 
gain lovelier complexions by using a 
certain soap advertised in the Post. 


The advertiser with reasoning abil- 
itv thinks in terms of potential buyers 
of his product. and he knows that if 
his product cannot be used by every 
class and type of people in the coun- 
try. his cost per prospective buyer 
reached is not the result of four mil- 
lion divided into the cost of the space 
he uses. 


The advertisers of trucks, roller 
bearings, office equipment, paint 
spray guns, insulating material, lock 
washers and tools would have no need 
of sending penny post cards or any 
other kind of advertising to the four 
million people “reached” by the Post. 
And advertisers of men’s hats. suits. 
shoes and pipe tobacco could prob- 


ably cut as many from the four unil- 
lion as could advertisers of lips’ ick. 
nail polish, beauty cream and gir«les, 


So, Henry. I don’t think that the 
“asinine” Post ad will cause any ma- 
terial harm to the use of penny post 
cards or other forms of Direct ‘vail 
advertising. But I am not so sure of 
what may result from the efforts of a 
Soaper. 


If you haven’t seen the booklet 
issued by Lever Brothers to. its 8.000 
employees, your blood pressure has- 
n't, as. yet, reached top. 


I have not seen one of these book- 
lets, but what I have learned from a 
columnist for the New York World. 
Telegram fills me with the fear that if 
it is given wider distribution and fol- 
lowed up with a campaign such as 
was waged by the Brothers’ fair- 
haired President to make America 
Food Conservation conscious, the re- 
sults may not only spell the end to 
the use of penny post cards and other 
forms of Direct Mail advertising, but 
may be hurtful to the business of the 
Bell Telephone Company. 


This columnist. whose living. of 
course, depends upon newspapers. ex- 
presses the thought that “box-car fig- 
ures on the cost of advertising catch 
the public’s eye and soon you hear 
what amounts to idle chatter: ‘Why 
don’t they cut cut the advertising and 
reduce prices?’ He thinks: ad men 
are worried: about: :this . “but not 
enough to shed fight to disperse ig- 
norancé that cloaks such utterances. 
Then throwing *his:mental hat in the 
air he continues, | : 


“Now and _ then, some large com pan) 
takes the bull by the horns” and: tos es 4 
solid and factual’ analysis’ * of® adver! ising 
cost. and the advantages: of adtgoting. A 
good interpretation in simple languag: and 
with illustrations was recenily turnec ow! 
by Lever Bros. in a booklet ‘direct: | to 
the homes of its 8.000 employees... . lt 
showed. for instance, that while | ever 
reached 54,270,000 people gipya “half page 
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}| newspapers at a cost of $17,730, 
the - to reach the same number of 
peop by addressing, printing and mailing 


a po. ard would be more than $1,350,000. 


The ‘0,000 Lever spends for its weekly 
Lux dio Theater reaches a potential of 
30 » ‘ion people; a six-minute (equal to 
the mercial plug) phone call to the 
sam umber of people would cost more 


than 3,000,000.” 


\ ile such “light” on advertising 
cost .as meant for only the 8,000 em- 
plo. 5 of the Brothers-Lever, it will 
dou ‘ess be rehashed by other col- 
um -ts and editors whose bread is 
but. ed by newspaper advertising. 
Ano he fear that grips me is that it 


mi: be the stepping stone to an- 
oth. campaign headed by the Broth- 
ers ‘air-haired President. Such a 
cai aign, if one there be, would be 


pow ved by not only the agency that 
pow ved the Food Conservation cam- 
pai it would be given the free- 
will offering of the “best brains” in 
eve:, top-flight agency in the country. 


|r, look, Henry, what the agencies 
would have to gain. In the time it 
would take to prepare a piece of Di- 
rect \lail advertising for which the 
charge might be 15 per cent of the 
production cost, the agency can pre- 
pare a half-page ad that would bring 
15 per cent from hundreds of news- 
papers. 


\s | have said, in trying to lower 
your blood pressure raised by the 
Post ad, thinking advertisers will not 
be influenced by tricky cost compari- 
sons, but the public might well be 
“educated” through figures and slo- 
gans not to use any products adver- 
tised by expensive methods. 


| feel like a heel, Henry, in bring- 
ing these disturbing thoughts to you 
SO SOOn after the DMAA convention, 
lor which you worked so hard to help 
make a success. And the pitiful part 
ol it is | have no suggestions to offer 
to prevent the calamity such a cam- 
paizn would cause, and certainly no 
sucvestions for combatting it once 
it got under way. The public that 
“Struck a Blow for Peace” by “Join- 
ing the Clean Plate Club,” “Saved 
Wheat, Saved Meat, Saved the Peace.” 
lt is only natural that it should heark- 
en 'o the sloganeers for a campaign 
to -nlighten it on advertising costs. 


hat to do, Henry, what to do? 


Yours, 


George. 


N. VEMBER, 1948 





















When buying or selling mailing lists . . - 


usiness 


It's 
to havea 





Need a specific mailing list? Want to rent your 
own lists? Consult our specialists who can 
save you money. Write today. 


75 East Wacker Drive, Chicag 1, Ill. 
George R. Bryant ve i acker Drive icago 


West 42nd St., New York 18, N. Y. 
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Amazing: —— 


Revolutionary! _ 


Marvelougs 
THE NEW CYCLONE CONTINUOUS FEED 


orthe MIMEOGRAPH 














Produces mimeograph copies at speeds up to 10,000 per hour. Perfect registration. No 
stopping machine to reload. Paper weights from 13 pounds. Sizes from post card up to 
8¥2 x 14 inches. Feeds folded stock. 


IT’S FASTER . . . operates at speeds up to 10,000 per hour 

IT’S MORE FLEXIBLE . . . feeds stock as light as 13 pounds, feeds folded stock 
IT’S MORE EFFICIENT .. . loads without stopping 

IT’S MORE DEPENDABLE .. . provides perfect register 


The price is $695.00 F.O.B. New York City. This figure includes a rebuilt Model 92 
Mimeograph together with a New Cyclone Continuous Feed. Both are mounted on a 
beautiful streamlined power base cabinet. A Cyclone Slip-Sheeter may be added for 
$60.00 additional. 





Call, Write or Wire Today 


ADDRESSING MACHINE & EQUIPMENT CO. 


29-31 EAST 22nd STREET, NEW YORK 10, N. Y. * ORegon 4-6400 
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Fox River | {itfyy| Fine Pavers 


OIVISION 


put MorE PAY 
IN WHAT rou SAY 


‘s Average cost of 
every letter you write —75¢! For ¢en, 
$7.50. For twenty, $15, and so forth. 
No wonder letter writers are interested 
in putting more pay in what they say — 
writing Money-Making Mail. 

Everyday millions of words ride the 
mails, written on fine cotton-fiber letter- 
head paper watermarked ‘“‘by Fox River.” 
As a service to paper-particular American 
business — whose daily business letter 
bill is over $5,000,000 — we've estab- 
lished a Better Letters Division. The 
name states its aim—better let- 

ters for you, 


Pree Sooklets 


— the story of Money-Making Mail 
and How to Put SOCK in 
Your First Sentence 

are ready. Authored by 

Dr. Robert R. Aurner, 
eminent letter authority, 
Pres. Am. Business 
Writing Assn. 1940; 
for 18 years ranking pro- 
fessor of business ad- 
ministration University 
of Wisconsin. Write to- 
day. Please use your 
business letterhead. 


Fox RIver PAPER CORPORATION 


2017 Appleton St., Appleton, Wis. 
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ABOUT 
THE COVER 


It: seemed appropriate for the 
month of November to have a Thanks- 
eiving cover. And, to keep it in the 
family. we decided on a mail order 
turkey farm. 


Line of least resistance was to con- 
tact Arthur Vinton. Barefoot Boy of 
Brittany Hills, Rock Tavern, New 
York. He wrote the long, clever let- 
ter reprinted in the August issue 
(page 17) addressed to gourmets 
around the country. He showed us 
lots of pictures. We liked the one 
showing actress “Candy” Montgom- 
ery holding a White Holland Turkey. 
On the right is Arthur Vinton. 


Today he’s selling thousands of 
tender. bulging birds by mail to a 
class market with humorous informal 
letters. They're long, but full of 
flavor. And they're bringing better- 
than-ever results this year. In October 
he mailed to 105.000 recent custom- 
ers and rented lists. His customers 
range all the way from corporations, 
such as Philip Morris, Container Cor- 
poration of America and Beck En- 
graving, to the suburban housewife. 


But formulas. letters. lists, results 
and the high price of grain are only 
a part of Arthur's life. Off the farm, 
he’s an actor of stage and_ radio. 
You've probably heard him on 
“Mr. and Mrs. North.” “The Crime 
Doctor.” “Mr. District Attorney” and 
“Gangbusters.” . 


PLAYING POST OFFICE 


(Continued from page 23) 


postal rates, with a Democratic Presi- 
dent and a Democratic House and 
Senate is open to a wide variety of 
suesses. We think it’s a little too early 
to make any prognostications. We 
do want to repeat. however. what we 
said in the September issue of THE 
REPORTER: 

“We've searched the records of 
both Republican and Democratic 
Congresses for information about 
postal rate increases: Democrats have 
often talked about increasing rates 
but practically never did anything 
about them. However, the Republi- 
cans dont do so much talking but 
do plenty of acting. Actually. the 
great majority of rate increases have 
come from Republican dominated 


oTeSSeS 
Congre sses, 











MEDICAL 
ADDRESSING 
SERVICE 


We maintain a complete mai 
ing list of all practicing phys 
cians arranged by states an: 
cities and by specialist group: 
Addressing charges are low 
100% post office delivery i 
guaranteed on mailings mad 
from our list. Orders ar 
handled within a few day: 
Write for detailed counts an 
prices. 


e Accuracy guaranteed. 

© Low cost addressing. 

® Write for counts and prices 
© 72-hour service. 

® Clean address imprints. 


Fisher-Stevens Service, Inc. 
345 Hudson Street 
New York 14, N. Y. 














successful mailing 


. . . hinges on a well con- 

ceived presentation. Not the 
insert alone, but all of the elements in 
your mailing must add up to perfection 
... they must all possess the eye appeal 
so essential to direct mail. For this reason 
an attractively designed envelope is all 
important...it will determine the success 
or failure of your mailing. With a Cupples’ 
envelope of personalized appeal, you can 
rest assured that your next mailing will 
be a highly successful one. Let this en- 
velope be your hinge to bigger results 
in your next mailing campaign. 








UPPLES ENVELOPE CO., | ‘C. 
360 FURMAN ST., B'KLYN 2, Y. 
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_ LEDGER, watermarked ‘by FOx River” 
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IT; CALLED 
XE >OGRAPHY 


ls the name of a radically new 
pri) ug process demonstrated 
last ionth by the Haloid Company 
of | chester, New York and Battelle 
Me: rial Institute, Columbus, Ohio. 


| ented by lawyer Chester F. 


Car on. 

| ically, its a transfer of elec- 
tric vy charged dry iron dust (in- 
ster of ink) from plate to paper. 

| fly... here’s how it works. 


We try not to make it sound like a 
phy «s lesson. 


ietal plate is positively charged 


will, « simple electrical device. Then 
the ibject (living person or copy) 
is » ced in front of camera holding 


this iate. When the exposure is made, 
the ortion of plate receiving light is 
desi. sitized the rest remains 
posic.s ce. 





At this point ... negatively charged 
powder (dyed if color is desired) is 
dusted over plate . . . and adheres 
only to positively charged area. Then 
a sheet of almost any kind of ma- 
terial (paper, wood, glass, cloth) is 
placed over plate and charged. 


The iron powder sticks to the paper 
and is permanently fused by 
quick heating. The final product is 
good. The plate is electrically re- 
charged . and the process con- 
tinues. 


Prints pictures and text at 1200 
feet per minute... within 45 seconds 
after exposure. Line work is good. 
Continuous tone work needs improve- 
ment. Printing costs are low. 


Right now, Haloid is mainly inter- 
ested in producing a light and reason- 
ably-priced (they hope around $200) 
office duplicator within the next few 
months. Larger commercial presses 
are part of the future. 


Dr. R. M. Schaffert of Battelle 


hoped that... “when fully developed, 
it can be incorporated in a portable 
Xerocamera, in which finished print- 
ed pictures can be made_ within 
seconds after snapping a camera 
shutter.” 


GREAT RESULTS 
FOR “HERITAGE” 


Most of you, by this time, have 
read in the magazines and newspa- 
pers . . . about the $150-a-year, bi- 
monthly magazine “Nation’s Heri- 
tage.” It ll appear in January. 


Published by Malcolm Forbes of 
B. C. Forbes & Sons Publishing Co., 
Inc., 120 Fifth Avenue, New York 
i, me Bs 


Promotion began recently . . . 
with a personal, 2-page typewritten 
letter sent to 5,000 presidents and 








... for 


the “know how” to assist you in organizing 





XCELLO provides 


your art and copy... determining 


your method of printing... producing your work 


economically and quickly. Publications, 


catalogs, booklets, direct mail from black 


and white to full color... Now over one million 


impressions a day. 


Make your next job 











high in quality. 


XCELLO PRESS 1. 





Van Buren 
8790 


LITHOGRAPHERS + PRINTERS « BINDERS * 400 NO. HOMAN AVENUE, CHICAGO 24, ILLINOIS » 


NO "MBER, 1948 





















Are You Mailing 
lor the 


Sheer FUN of It? 


You can have a lot of fun working up fancy 
mail-selling promotions. You can make a | | 
lot of money at it, too —IF the mailing 
lists you use represent the most logical 
prospects for your product or service. You 


can lose a lot if they dont. 


We couldn’t se// you mailing lists, because 
we don't own any. But we ve got more than 
2,000 privately-owned lists registered with 
us for rental —and each represents people = | | 


who are known to be mail-responsive. 


You can be sure of reaching such pros- 


pects for your proposition by letting our 
experienced list analysts do your hunting 
for you. Write on your business letterhead 
for our new folder: “WHICH WILL YOU 
HAVE — NAMES OR PEOPLE?” 





D-R Special List Bureau |: 


Division of Dickie-Raymond, Inc. 


80 BROAD STREET BOSTON 10, MASS 











The MASON MAILMASTER.. 


SAFETY 
WIRE CLASP 
SAVES PAPER, 

TAPE, TIME 





Postal 
Shipments 


No Wrapping—No Tying, 
65 sizes—1,000,000 boxes in 
stock for immediate delivery. 

—Send for Catalogue. 


BION 


BOX COMPANY 


Main Office New York Office 
Attleboro Falls, Mass. 175 Fifth Ave. 


Factories: Attleboro Falls and Taunton, Mass. | 


4 








MANUFACTURERS OF A COMPLETE LINE | 


OF SET-UP BOXES 


directors of companies . . . taken 
right out of Poor’s Register of Di- 
rectors and Executives. Here it is... 


Dear Mr. Blank: 


For months now, the Forbes Publishing 
Company has been at work on plans for 
what is perhaps the most amazing, fascin- 
ating, new magazine yet conceived— 
“Nations HERITAGE.” It is described 
in the attached brochure which takes only 
a minute or two to read, 


HERITAGE will carry no advertising, 
appear every other month, with the largest 
page size and more color than any publi- 
cation in the country. Almost entirely 
graphic, every issue is designed to convey 
a vibrant, inspiring and vividly real picture 
of the heritage that belongs to each and 
every American. 


The beautifully-bound copies will be 
irresistible to look at, and no one will be 
able to put down a copy without being 
theroughly “sold” something—a new un- 
derstanding, a new appreciation of all that 
it means to be an American. Worn phrases 
about Free Enterprise and “the American 
Way of Life” suddenly become meaningful 
and real, for in HERITAGE a man can 


see what such talk is all about. 





To do the job fully and well makes this 
publication costly—$150.00 a year. In 
time, as the demand grows, we can lick 
that cost problem and make possible a 
wider number of “home” subscriptions, but 
now HERITAGE will primarily find a use 
in companies such as yours. It is our deep 
hope that you will be able to place copies 
in various employee recreation rooms, in 
reception rooms, the company library— 
wherever these stirring volumes will be able 
to give the most people a new, ‘exciting 
personal knowledge of all the things that 
have made and make our nation. 


| have a deep conviction that HERITAGE 
will succeed, for the need is there, and 
by virtue of its tremendous reader-appeal, 
it can do the job. But these are the 
“a-borning days,” and Dad, being a careful 
old Scotsman, says we must have a reason- 
able number of Charter Subscribers before 
getting into all-out production. 


After taking a minute to read the en- 











A proven mailing organiza- 
tion primed for the exacting 
demands of direct mail 
advertisers. 


* 


Kxperts on questionnaires, 
office forms, surveys and 
presentations. 


* 


Geared for quick delivery 
on news releases, publicity 
stories, speeches, ete. 


* 


Serving advertisers, agen- 
cies, publicity and direct 
mail people for over 15 
years. 

, * 


MARY ELLEN CLANCY 


Mimeographing— Multigraph ing 


250 Park Avenue, New York 17 


(at 46th Street) 
Plaza 9-1520 





Addressing Mailing 








liyeat 
bcuseae ct 
Prediten 


WEXTON 


C. ©  M:., Pass 


425 WEST 57th STREET 
NEW YORK 19, N. Y. 
Plaza 7-7835 


Write for Sooklet or phone 
for representative. 














EXCLUSIVE LIST 
REPRESENTATION 
RESPONSIBILITY 


The Old Missouri Mail Order Sage, + 
Gotham Mailing List Wizard (even | 
competitors admit it and call him 

different name) will accept exclusive sa’ 
responsibility from a few more list own: 
whose names total not less than 7,500 
more than 50,000. 


Write for terms 
WALTER DREY 
49 West 45th St., New York 18, N.Y. 
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‘rospectus, could you let me know 
company will be a Charter Sub- 
for its reception room, library 
mployee recreation rooms? 
from great personal gratitude, I 
-e to make this forecast: Nation’s 
(;E will become one of the most 
and influential publications in 
iry during the years immediately 
cause its mission—to sell an 
ding of the HERITAGE that be- 


us all—is a vital one. 
companys Charter Subscription 
would be mighty helpful to the 
success. 
many thanks. 

Sincerely, 


(Signed) Malcolm Forbes 


r was accompanied by picture- 
page brochure which told 
‘Heritage’ . . . and an appli- 
for a Charter Subscription. 


rst class. 


osts of the mailing were high. 
- of the expense of first class 

automatically typewritten 
ind brochure. Forbes spent 
—$3.100 for the 5.000. (Better 


9000 per thousand. ) 


results were amazing ... and 
tely justified expense. The 


i¢ brought in almost 20 times 


. or about $62,000. Even in 
tage returns, the figure (8% ) 


is still high. 


lt was not just the good letter, 
brochure and list that brought re- 


turns. 


The established reputation of 


a responsible magazine publisher . . . 
also accounted for the high figures. 


Vice-president Dick Kline told us 


that more elaborate promotion is 


° 
being 


planned for “Heritage” by 


Dickie-Raymond. We saw the roughs 


of ad 


very 


l-color brochure. They looked 


eood. 


DIRECT MAIL 
"BIBLE" 
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NO 


ember the unusual design on 
XEPORTERS August cover? A 

and black illustration of a 
ind a mail box. We borrowed 
| work from Jules Lippit Ad- 
ng. Inc.. 130 West 42nd Street. 
| ork 1S. N. | & 


|... Lippit recently capitalized 


(Continued on page 30) 
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Industrial list Bureau 


THE HOUSE OF TESTED MAILING LISTS 
45 Astor Place GRamercy 7-5169 New York 3, N. Y. 















Alexander Hamilton Institute 
used our list of chemists. Result: 
6% inquiries. Conversion 10.1%. 


Unit of Sale $225.00. 














Here’s How 


You Can 


Plate Costs 
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Now — with the price of metal soaring — Plastiplate combines the best qualities’ 
is the time to let Remington Rand's of metal plates with the economy of 
revolutionary Plastiplate* cut your dupli- plastics to produce an unequalled plastic 
cating plate costs. plate for office offset duplication. 
Plastiplate ends your regraining prob- 
Why Plastiplate is BETTER lems, and is much easier to sensitize, ex- 
pose, and print than any other plate. 
This 1s because its “no grain” surface 
is unaffected by humidity, 1s easily senst- 
tized by hand, and is permanently free 
me from scumming and oxidation. 
Plastiplate’s ‘no grain” surface (1) resem- refers _ 
bles lithographic stone. With it, you repro- This “no grain” surface gives amazing 
duce all the dots in a half-tone, and also contrast and depth in a half-tone by dupli- 
make Direct Image corrections that are non- cating all of the dots, and you also get 
detectable because they do not penetrate the sharpest possible line work. 
the water-and-grease receptive plastic coat- , — 
ing (2). The sturdy plastic-impregnated base- To prove Plastiplate’s superiority we 
stock (3) prevents any stretching or “curl will send you free plates. Just phone your 
up” because it is impervious to water. nearest Remington Rand Inc. office or 
send us the coupon today. 
* Trademark e 
_@ see Cheaper than metal, more dependable than paper — Beffer than Both! . 
Sp #3 
e pe 
Duplicator Supplies Division 
2K Main St., Bridgeport 1, Conn. e 
eee 
Firm | oe 
©) Send me Photographic Piastipiates without charge ig 
Street © Send me Direct Image Plastiplates witheut charge. 
cit State lusea typewriter and 8 ribbon of 
y © cloth fabric © carbon paper. My offset machine is a 
Signed by Mode! No. - Pi 
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on the borrowing .. . with a reprint Although suffering from a »esky FR c 
of the cover and the following at- cold, this reporter enjoyed his a: pear. FR 
tink up tached, pencil-simulated memo. ance (with usual routine) bef ean FR d 
. Can you stand some crowing ? The erage Panini, _ _ ~_ ; 
with enclesed reprint is from the August cover of asking audience, e five instr: ctors a 
| THe Reporter or Direct Matt Apver- . . . Kenneth McFarland, Su: t. of c 
that _ TistnG. The design, which you may rec- Schools. Topeka, Kansas; J. A thur rt 
(ot a Kiss, Chicago psychologist; Ha Bur. BR \ 
When the Direct Mail “Bible” sees fit nett, Editor of “Industrial M rket. Be 
pull to-use a Lippit design . . . we're proud of ing’; H. H. Maynard of Ohio State && 
it and just wanted to tell you so. icnaites suede Henry Hoke... 
J. Lippit. probably had more fun and in pira. 5 : 
tion than the people that came tc hear é ( 
them. : 


A SALES Fred Ehrman, President of ‘1e C 


of C was a fine host. Such me ings 





THE STRONGEST LINK IN INSTITUTE (focused on sales) certainly pu | the 
THE MAIL ORDER PROMO. business community together. hose [RF 
LIST USED. Wayne, Indiana, on October 19th to nang yoni ee naneung-< ails, 4 r 
; take part in the fourth annual day- oii. a 7 oa + 4 \ 
eee is cee long Sales Institute sponsored by the = Ta 2 : y 
THE BASIS OF CUSTOMER Sales Council of the Chamber of Com- BC 
PURCHASING PREFERENCE. merce. Chairmanned by Don Doug- | can’t help adding this note. On Fe 
lass, ably assisted by Secretary Lu- the train, picked up a very excellently Ry 
WILLA MADDERN cille Zink . this activity is well designed booklet issued by the Pemn- : | 
) worth copying by other communities. — sylvania Railroad. It was filled with By! 
LIST BROKER About six hundred retail and manu- enthusiastic copy about improvements 
215 Fourth Ave., New York 3, N. Y. facturing executives were registered being made for the comfort and con. Be 
Gramercy 3 - 3440 at $5.00 for the day which included venience of P. R. R. passengers. Ifthe Ry ‘ 
the evening wind-up dinner served in president or his copy writers would J , 
the C of C’s dining room. eet out of their private cars or swivel bs 
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SAWDON SELF-MAILERS 


THE 4-IN-! UNIT FOR EVERY DIRECT MAIL USE 
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OUTGOING ENVELOPE, SALES LETTER, 2 r 
ORDER OR REMITTANCE FORM, is veces 
RETURN ENVELOPE. 
DELIVERED PRINTED,FOLDED, AND SEALED; 
READY FOR ADDRESSING. 7 


WRITE FOR SAMPLES AND INFORMATION 


The Sawdon Company, Inc. 
480 Lexington Ave., New York 17, N.Y. 








100,000 Offset 


Copies in 24 Hours 
New High Speed Rotary Off- 
set Printing makes this fast 
service possible . .. at a 
saving in price! Use it on 
your current job. 





8% x 11°, one side, black ink, 
16 Ib. Sulphite Bond 


? 
15,000__________ $42.00 i 
9000............ $30.00 ; 
$000............. $17.75 
ae00............... $12.75 : 


F.0.B., New York City 
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Wette for Fves Gamgees ane eyes see The picture above is the first shot made in the new up-to-date photogr phic 
DUO-PROCESS CORP. studios of the Post Office Department, in Washington, D. C. It contains all so:'s of 
112 Broad St. New York 4, N. Y. props and scenery ... SO that actual Post Office conditions ean be simulated as Ii = 
WHitehall 4-4009 “air parcel post” pix. The studio is under the direction of capable Frank Alex: ider. 

It’s good to see the Post Office getting more “public relations” conscious. 

















THE REPORTER OF DIRECT MAIL ADVERTIS iNG 
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chairs and really ride the road... 
their ors would burn. The service 
does ; t match the description in the 
booki Perhaps the P. R. R. needs 
an FE! er Wheeler or Bernice Bowser 
cours. »n good salesmanship . . . par- 
ticule slanted for the employees 
who. i with the public. 


AV 
OF 
BU: 


EEK 
HE 
NESS SHOW 





Th 0th National Business Show, 
Gran Central Palace, New York. 
Octo! » 25-30, was, as usual, mam- 
moth odasuccess. Well over 90,000 
visito. - jammed the aisles to see, 
what -emed to be, a new world of 
ofice . quipment. 

Neo:ly every exhibitor, familiar to 
Direci Mail people, showed new or 
more -ireamlined products. /BM with 
their new Electromatic; American 
Autonatic Typewriter . . . the Ad- 
dresso-typist, which automatically ad- 

PLAIN JANE 
(Continued from page 19) 
Zoning 


Because it speeds delivery of your 


mail. 


make every effort to include 


zone numbers in addresses for the 117 
cities where the system is in force. 
This is another service the Post Office 
will perform for you. Just mail your 
names on separate cards to each of 
the postmasters in the cities listed 


here. 


He will return them with the 


zones added at no charge. 


All this to-do about the plain Jane 
of Direct Mail just goes to prove how 
mighty important mailing lists are. 
Only with proper and adequate list 
mainienance can you have a good 


targe | 


for your Direct Mail duets, 


dresses and types a continuous ac- 
cordion of letters; Pitney-Bowes .. . 
new hand mail opener (their contest 
drew 259% of the visitors); Vart- 
Typer . . . DSJ model that justifies 
right hand margin; Davidson... a 
new offset duplicator; Evans Specialty 
and Thomas Mechanical Collator .. . 
new automatic collators; Robotyper 
. . with new IBM Electromatic at- 
tached; Elliott Addressing . . . their 
slick Cardvertiser that addresses and 
prints post cards in one operation. 


It was good to see Addressograph- 
Multigraph back again. Ad-Manager 
Henry Metz showed us the new 
Cardoplate, which permits appropri- 
ate follow-up letters as each account 
card is reviewed. 

Dictaphone, with two lovely ladies, 
Scott Healy and the mystery micro- 
phone, had a big crowd asking about 
the new Time-Master, which uses as 


its recording medium an endless plas- 
tic belt. Easy to mail in standard 
mail chutes. 


Lithomat showed a new office plate 
maker; SoundScriber . . . how used 
records can now be erased for re-use; 
National Business Systems . . . some- 
thing new in automatic staplers. Only 
paper company was American W riting 
... Shel Bradley showed new samples. 


During the week, Remington-Rand 
held open house at their New York 
headquarters. Spent an afternoon 
seeing their new electric typewriter 
and offset plate making equipment. 
Had a complete set-up in operation 
where they demonstrated how quickly 
and easily you can take original copy 
and in a few minutes be running the 
job on Multilith or Davidson. 

All in all, a good week. It’s a won- 
derful time to get acquainted and see 
good friends .. . old and new. 





It’s OUR BUSINESS 











SEND FOR THIS 
FREE BOOKLET 





to Help YOUR BUSINESS 





First Class Services for 
All Classes of Mail 


MAILING LISTS 


Compilation Maintenance 
MULTIGRAPHING 
“4 MIMEOGRAPHING 
a ADDRESSING 


Hand Typewritten Stencil 
MAILING OPERATIONS 
MAIL SURVEYS 











To make certain that the postman’s “homing” ring means more business for 
you, we at A.MS., through the operation of specialized mailing services, aid 
and abet your out-going sales strategy. May we help you dispatch your 
next mailing? Call or write .. . 


we'll be happy to serve you! 





ADVERTISERS MAILING SERVICE, 


INC. 


Kane-Kiernan Organization 


915 BROADWAY, NEW YORK 10, N. Y.—TELEPHONE AL 4-6666 


BIGGEST LETTERHEAD 
WORLD'S BIGGEST LETTERHEAD BARGAIN! 


WORLD'S 





on on on 


COUPON! ! 







The most cleverly written appeal will 
be scoreless when results are tallied if 
addressed to Johnny who doesn’t live 
there anymore. 


Be‘ng mailing list minded is the 
best insurance known for MaAny 
Harry RETURNS on your Direct Mail. 


Ay! always remember that, like a 
won: 1s work, a mailing list is never. 
neve «lone. 


NO\ MBER, 1948 





Clip and mail today for. . 


Big 1948 Portfolio of ‘‘Modern Letterheads”. Packed full of usable ideas for designing 
new letterheads — for giving new life to old ones. 2. ‘“Mass Production’ prices on quality 
letterheads — quantities from 6250 and up. All money-saving facts free. Send coupon today to 


UNIVERSAL LITHOGRAPHING CO. 5055.11" Chicago 39, Illinois 
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NAME OF PRINTING BUYER........... schnell ; 
CITY Oe: TN STATE — i 

31 
























































UNtcimiteo! 


is a book of new repro- 
duction-proofs of a wide range of 
border designs.* 


These proofs can be 





pays for the book... 
used hundreds of times! 


* 230 complete, 4-sided borders, using 59 pat- 
terns, in many sizes and proportions 


Offer this nous serra to Yous Vode 


and it can be 





KC HARRY B. COFFIN ASSOCIATES 

G 11 Jones Street, New York 14, N. Y. 

> Send us a copy of BORDERS — 

 — YNLIMITED! After 7 days free examina- 

€ tion, we will remit the full purchase price : 
of $10 or return the book. 





MAGIC WORDS 


That Sell by Mail 





Let us put to work for you certain “magic” 
words that get maximum orders for meri- 
torious products. We are a fully recognized 
advertising agency with a staff of top-flight 
mail order specialists. Established 1926. 
ARTWIL COMPANY, Advertising 
24-R West 48th St., New York 19, New York 
Plaza 7-1355 


[{ used on any printed piece, advertise- 
>| ‘ment, or text page requiring borders, v 
»‘  imanysize. One special border 
< proof alone now costs you as much as 
K the book. Therefore, your first use + 














When you 
need 


RECENT 
BIRTH 
LISTS 


Remember 
WM. F. RUPERT 


Compiler of national birth 

lists EXCLUSIVELY for the 

past fifty years. 

90 Fifth Ave., New York 11 
CH 2-3757 











LOOK! More pictures 
* for less — 100 
smart, new photos monthly. 
Useful to pep up covers, ads, 
house organs, posters. Used 
by biggest advertisers. Write 
for FREE proofs No. 112. 


EYE*CATCHERS, Inc. 
10 East 38th Street New York City 16 











ADVERTISERS 
SELL YOUR SPACE 


A magazine (Saturday Evening 
Post) and a newspaper (The New 
York Times) are selling their adver- 
tising pages in much the same way 

by preparing glamorous booklets 
describing a satished advertiser. 


The Times has mailed out a 534° 


x 6%," replica of The New York 
Times Magazine section . with 
right-hand pages containing two- 


color replicas of Gulistan Carpet ads 
that have and will run in the paper. 
Left-hand pages tell about advertising 
advantages. 


This was accompanied by a letter 
on Times letterhead. Lines are 3° 
long on regular bl,” wide paper... 
which gives. it a shortening effect. 
Letter's good. 


HERE’S MAGIC FOR YOU 


If you are looking for a pickup after 
the dog days of August, here’s a little 
booklet that we think will give you the 


“A Thou- 


same lift you got from reading 
sand and One Nights.” 


this isn’t a tale of an 
Arabian night, if you want a story about 
a modern magic carpet that will help 
carry you to bigger and more profitable 
sales, this is it. 


And, although 


After you have read it, we are sure you 
too will want to join that large group of ad- 
vertisers who are riding that same magic 
carpet to bigger and better profits. 


Monroe Green 
Advertising Director 

S.E.P. recently sent out a 16-page, 
101%," x 1334” booklet. All about an 
old advertiser, Whitman Chocolate’s 
heavy and_ successful Post space 
buying. 


Both are nicely illustrated. 














TRADETYPE, INC. 


24 South Grove St. Freeport, N.Y. 















































HF 100,000 wshaie — 
SELECTED OWNERS “OF U. S. PLEAS RE 
CRAFT AND PRIVATE PLANES 
1/l-Male Purchasing Power Luury 
Tiavel Adrenture Technice 
Entire list completely  circula: zed 
every 60 days by our own publicat 5ng, 
97% address accuracy guaran ed, 
LISTS THAT PAY OFF. SEE YOUR BR‘ KER 
BOAT & EQUIPMENT NEW ; 

224 East 41st Street, New York 17, '. Y. 
AIRCRAFT & EQUIPMENT NE VS 
Rates, $1.00 a line—- minimum § sp ce, 3 
lines. Help and Situation Wanted tds 
50c per line--minimum space 4 lin:s, 
ADVERTISING AGENCIES 
SELL “YOUR PRODUCT WITH pulling 
mail order, agent ads. 

We show you how. 

Martin Advertising Agency 
15P East 40th Street New York 16, N.Y. 
DIRECT MAIL LETTERS 
LET TERS BY G SEORG E! media to 
outpull your present mailings. George 
Feltner. Box 4207 So. Station, Denver, Colo. 
FOR SALE 

L. C. SMITIT STENCIL CUTTING 
MAC HINES. Series 2050000. Perfect con. 
dition. $150 each. Tradetype, Inc., 24 
South Grove St.. Freeport, N. Y 
MODEL 5300 DUPLIGRAPH, in. excel 
lent condition. Box 110, The Reporter. 
17 E. 42nd St., New York 17. 
ESTABLISHED MAIL ORDER busines 
for sale, dealing in printed engineering 
product, sold to industrial and municipal 
power plants, mills, ete. Suitable for ex: 
isting mail order house as additional line 
of business. Requires about 700 sq. ft. floor 
space for stock and supplies on hand. Ne 
machinery or office furniture for sale. 
Owners plan to retire. Box 112. The 
Reporter, 17 E. 42d St., New York 17, N. Y. 

GIFT ITEM 

IF YOU ARE looking for a GIFT item 
(under $3) for personal or busines- Sea 
son's Greetings to customers, emp!|oyees, 
or friends: Your name, Company ad:lress. 
and HOME ADDRESS, on a penny )osta! 
to The House of Dyal, 30 Irving lace. 
New York 3, N. Y., will bring you « free 
SAMPLE, with NO OBLIGATION, «+ fol: 
low up other than mailing list. 

HELP WANTED 
EXPERIENCED fens wi perso: for 
circulation and promotion § on_ le ding 
Catholic weekly magazine. Salary pe? 
Send previous experience. Box 111 The 
Reporter, 17 FE. 42nd St. New Yoru. |i. 
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ND MAILING EQUIPMENT MAIL ADVERTISING SERVICES 
Sac & he a Co..29 E. 22nd St., New York 10, N. Y. Advertisers Mailing Service, Inc...... 915 Broadway, New York 10, N. Y. 
ire: 0s Se a ewe Century Letter Co., Inc.......... 48 East 2lst St., New York 10, N. Y. 
ADDRESSING SERVICE — TRADE Mary Ellen Clancy Company.......... 250 Park Ave., New York 17, N. Y. 
De € dt and Associates, Inc...... 8729-78th St., Woodhaven 21, N. Y. Kent Associates, Inc......... ....30 Irving Place, New York 3, N. Y. 
Shap Typing Service........ 68-12 Roosevelt Avenue, Woodside, N. Y. eeeee GI, BBs cc cccccccccsece 39 Water Street, New York 4, N. Y. 
BE Vi LOP. ccc ccccccccccccccccsccess 3902 - 9th Ave., Brooklyn 32, N. Y. Plummer Letter Gervice...........scecee Box 294, Chillicothe, Missouri 
_ , 0 8 ee 33 West Hubbard St., Chicago 10, IIl. 
—— SPECIALTIES Woodington Mail Adv. Ser., Inc........ 1316 Arch Street, Phila. 7, Pa. 
Adve ing Specialties Mfg. Co. -218 East 89th St., Brooklyn 12, N. Y. 
MAILING CONTAINERS & BOXES 
ART, COPY & LAYOUT SERVICE The Mason Box Company................-.eeeees Attleboro Falls, Mass. 
The routs COD «os cco vecees 425 West 57th St., New York 19, N. Y. 
MAILING LISTS 
AUTOMATIC TYPEWRITERS | Advertisers Mailing Service, Inc...... 915 Broadway, New York 10, N. Y. 
Ame! | Automatic Typewriter Co. .610 N. Carpenter St., Chicago 22, Ill. Boat & Equipment News........ 224 East 41st St.. New York 17, N.Y. 
ee ce iee sense ewes 55 West 42nd St., New York 18, N. Y. 
| BLOTTERS . D-R Special List Bureau................ 80 Broad St., Boston 10, Mass. 
Adve ng Specialties Mfg. Co...... 218 East 89th St., Brooklyn 12, N. Y. nc ckbebbandedeeseeéaates 49 West 45th St., New York 19, N. Y. 
BOOKS , EF ere 1000 Sutter St., San Francisco 9, Calif. 
; ; ' k 14.NY¥ Fisher-Stevens Service, Inc.......... 345 Hudson St., New York 14, N. Y. 
Har Coffin Associates.......... 11 Jones St., New York 1é, N. *. Guild Company...................-:. 76 Ninth Ave., New York 11, N. Y. 
Graph Books, INC........-+++ee+0+s 708 Ring Bldg., Washington 6, D. C. Industrial List Bureau.............. 45 Astor Place, New York 3, N. Y. 
BORDERS pT BS ee 40 West 15th St., New York 11, N. Y. 
_ — ae s Street. New York 14, N. Y. WED MEIER. cc cccccsecesseccesses 215 Fourth Ave., New York 3, N. Y. 
Marry 5. Colm Asseciates.........- ee es, ee Se J. R. Monty’s Turf Fan Lists...... 201 East 46th St., New York 17, N. Y. 
BUSINESS FORM CREATIONS Mosely Selective List Service.......... 38 Newbury St., Boston 16, Mass. 
Bid PONG. 00 6050scvcneves 3304 Grimes Ave., No., Minneapolis 12, Minn. W. S. Ponton, Inc...... 635 Avenue of the Americas, New York 11, N. Y. 
es NS hi és sede weeseendseds 90 Fifth Ave., New York 11, N. Y. 
CARDVERTISER 
The Eulott Addressing Machine Co..127 Albany St., Cambridge 39, Mass. aia ties METERED MAIL ape ccieimeaiiiilie 
DIRECT MAIL AGENCIES MULTIGRAPHING 
D. H. Anrend Company, Inc........ 325 East 44th St., New York 17, N. Y. 
Artwil COMPANY... .....ccccccsccees 22 West 48th St., New York 19, N. Y. The Michael Press.............. 145 West 45th St., New York 19, N. Y. 
Duffy ll Sr rer ee 633 N. Water St., Milwaukee 2, Wis. 
Kent SE, Sc cccscndenes 30 Irving Place, New York 3, N. Y. OFFSET PLATEMAKERS 
Jules Lippit Advertising, Inc...... 130 West 42nd St., New York 18, N. Y. Michael Lith Company............ 145 West 45th St., New York 19, N. Y. 
Mailograph Co., Inc............-.. 39 Water Street, New York 4, N. Y. PAPER MANUFACTURERS 
Reply © Products Company...... 150 West 22nd St., New York 11, N. ¥. Fox River Paper Corporation.......... 2015 Appleton St., Appleton, Wis. 
Philip i. Ross Company............ 38 East 57th St., New York 22, N. Y. Hammermill Paper Company......................0- Erie, Pennsylvania 
Tested Sales Producers, Inc........ 131 West 53rd St., New York 19, N. ¥Y. International Paper Company....220 East 42nd St., New York 17, N. Y. 
Philip J. Wallach Company........ 150 East 35th St., New York 16, N. Y. The Mead Corporation.............. 230 Park Ave., New York 17, N. Y. 
Rising Paper Company................ West Springfield, Massachusetts 
DIRECT MAIL TRAINING COURSE 
Dy GE. deccoveeéheesneseeneses 17 East 42nd St., New York 17, N. Y. Strathmore Paper Company............ West Springfield, Massachusetts 
PHOTOGRAPHS 
ENGRAVERS Eye Catchers, In 10 East 38th New 
Pioneer-Moss, Inc...........+..e- 460 West 34th St., New York 1, N.Y. FY Rss sans nerenenen 7 S., Hew vee 6, Ht. F. 
PLATES & STENCILS 
ENVELOPES Remington Rand, I 2 Main St., Brid 
American Envelope Mfg. Co........ 26 Howard St., New York 13, N. Y. ae ae ne te ESE E NR RS —— " riegepers 3, Conn. 
Atlanta Envelope Company........ Post Office Box 1267, Atlanta 1, Ga. POSTCARDS 
Cupples-Hesse Corp........ 4175 N. Kingshighway Blvd., St. Louis 15, Mo. Artvue Post Card Company........ 227 Fifth Ave., New York 10, N. Y. 
Samuel Cupples Envelope Co., Inc...... 360 Furman St., Brooklyn 2, N. Y. Reba Martin Kolorcards........ 145 West 45th St., New York 19, N. Y. 
Sg Oe ree ee 380 Capitol Ave., Hartford 6, Conn. 
Direct Mail Envelope Co., Inc...... 15 West 20th St., New York 11, N. Y. PRINTERS & LITHOGRAPHERS 
Massachusetts Envelope Co........ 641 Atlantic Ave., Boston 11, Mass. i i eee dae 4 335 Adams St., Brooklyn 1, New York 
The Standard Envelope Mfg. Co...1600 East 30th St., Cleveland 14, Ohio Duo Process Corporation............ 112 Broad St., New York 4, N. Y. 
Tension Envelope Corporation...... 345 Hudson St., New York 14, N. Y. ry pf ff 2 eee 30 Irving Place, New York 3, N. Y. 
United States Envelope Company.................. Springfield 2, Mass. BwCCiO PrOas, BMC... ..cccccces:s 400 North Homan Ave., Chicago 24, II. 
The Wolf Envelope Company...... 1749-81 E. 22nd St., Cleveland 1, Ohio The Michael Press.......... 145 West 45th Street, New York 19, N. Y. 
ENVELOPE SPECIALTIES SALES MAGAZINE 
The Sawdon Company, Inc...... 480 Lexington Ave., New York 17, N. Y. Se av kcaveedensendasées 417 North Dearborn St., Chicago 10, IIl. 
HAND COLORING STENCIL ADDRESSING—CUTTING 
meme Martin, EMG. .....cccccccces 145 West 45th St., New York 19, N. Y. es Ws és cence sue eneese 24 South Grove St., Freeport, L. I., N. Y. 
INKS TYING MACHINES 
Interchemical Corporation........ 350 Fifth Avenue, New York 1, N. Y. BD. i. BURR COMMORT. ...cccccces 7601 Vincennes Ave., Chicago 20, Ill. 
; ~wiew 5 TYPE FACES 
Universal Lithographing Co........ 4309 Diversey Ave., Chicago 39, IIl. American Type Founders Sales Corp.................... Elizabeth, N. J. 
MAIL ADDRESSING STICKERS TYPEWRITERS 
Eurek Specialty Printing Co................... Scranton, Pennsylvania WEP 6 bc av scebcen 333 Avenue of the Americas, New York 14, N. Y. 
MAILING LISTS MULTIGRAPHING SUPPLIES SITUATION WANTED 
10,000 WOMEN MAIL ORDER BUYERS 
ow — ae ne 4 RECENT YOUNG college grad who has 
\ctive Customer List. For full details RIBBONS, INK AND SUPPLIES for the 1 « : ful l6p. di 2 
write: Geor - . ; . preparec a successtu p. direct mal 
ae Lenhoff, Lincoln 8, Nebr. Multigraph, Dupligraph and Addressograph " i ; 
; catalog” (client’s quotes) seeks copy job. 
‘DRESSING $3.50 ° IS AN j iali j - ° : ; ili 
— = — — SAND machines. We specialize in the re-manu Genuine creative ability. Prodtn. knowl- 
© Charge tor our lists ‘ ‘ . , , 
SP} “DADDRESS BY SPEEDAMATIC facturing of used ribbons. Chicago Ink edge. Conscientious. 5C, 321 West 78th 
02 43rd St.. Woodside, N. Y. Ribbon Co., 19 S. Wells St., Chicago, Ill. St., New York 24. 
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LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 





































































































































































































SHORT NOTES 


DEPARTMENT 


(Continued from page 6) 


Copy describes weekly office-cleaning 
services. Good, but surprised the Post 
Office allowed it. They usually don’t ap- 
prove of tip-ons on post cards. 


App 


> THE “SHIFT-A-MONTH” pocket eal- 
endar, is being promoted by the L. D. 
Blehart Company, 7 East 44th Street. 
New York 17, N. Y. It’s a small, 2%” 
x 4, red and blue calendar with one 
face .. . that can be adjusted by sliding 
hidden inserts to each month of the year. 
Place for imprint of each advertiser on 


the back. 


> “THE BLUE BOOK” is out again... 
and as good as ever, too. This Tenth 
Anniversary issue is 9” x 12”, 101 pages, 
plastic-bound. Each two-page spread de- 
scribes a case history of a_ successful 
newspaper advertising campaign of last 
year. Reproductions of ads on left-hand 
page ... objective, method, results and 
remarks from advertiser and agency on 
right-hand page. There are 50 of them. 
Wonderful association publicity by the 
Bureau of Advertising, American News- 
paper Publishers Association, 370 Lex- 
ington Avenue, New York 17, N. Y. 


JJ2 


&> ANOTHER SERIES OF TWELVE 
monthly blotters has been prepared for 
1949 by Greyvan Lines, Inc. (long dis- 
tance moving company with HQ in 
Chicago). Will be sent to 50,000 cus- 
tomers and prospects. This is their third 
series of calendar-blotters. Each one 
deals with moving methods in the U. S. 
. . beginning with the Indians and 
ending with the land rush into Oklahoma 
in 1893. Popularity and actual sales made 
from the first two series gave the neces- 
sary encouragement for this new one. 
Four-color Ben Day plates were made 
from black-and-white artwork. Printed 
by offset on 100 Ib. blotter stock and 
then laminated. Smart-looking job. 


JJd 


> THE BRITISH DMAA is celebrating 
its 21st birthday this year . .. with a 
special, 48-page edition of “The Sorting 
Table,” their official publication. Sub- 
head, “Twenty-one Years of Service to 
British Postal Advertisers.” One page is 
devoted to an explanation of the © sso- 
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ciation’s initials . . . bDmAa. 
“Several times a year somebody pokes 
fun at our initials, and wants to alter 
the name of the Association.” Each word 
of the name is then taken separately and 
analyzed: The “D” and the “A” are 


Starts, 


caps... because Direct and Advertising 
are considered the most important. Sounds 
like a familiar argument over here. 


pp 


& THE PLASTICS DIVISION of Dow 
Chemical Company, Midland, Michigan 
has provided its retail outlets with a 
slick, 9” x12”, yellow and gray, 4-page 
folder all about the plastic, “Styron.” 
A pocket inside holds all sorts of dealer 
helps. Includes 4-color proofs of ads 
to run in national consumer magazines, 
a 24-page check list of “Styron” house- 
wares, an advertising schedule, pictures 
of counter display suggestions . . . 
and a business reply card with which 
retailer can order more promotional aids. 
The envelope it comes in... has atten- 
tion-getting cover with a design that ties 
in with material. . 


JJ 


> FRANK RAUCHENSTEIN, President 
of the Cavanagh Printing Company, 4718 
Natural Bridge, St. Louis, is looking for 
aman... a Direct Mail planner. He 
has a unique way of trying to find this 
man. A multigraphed letter sent to other 
employers, to which is attached a de- 
tailed description of the type of person 
being sought. If any of you readers of 
THE Reporter would like such a job. 
or if you know of a man looking for such 
a job ... write to Frank for a copy of 
his letter and job outline. It is worth 
having in your idea file anyway 

as a good example of how to use the mail 
to find an employee. 


JJ 


> RALPH EASTMAN, Vice President, 
State Street Trust Company, Boston, Mas- 
sachusetts mailed us his latest booklet. 
Titled “A Brief Description of our Trust 
Department Rooms”. Simple .. . pre- 
pared in good taste ... the booklet is 
5°x 6%", 16 pages. Photographs of the 
sedate rooms throughout. Says Ralph. 
“Direct Mail was a factor in the growth 
of the Trust Department, which made 
the move to new rooms necessary.” 


JJd 


& INTERESTING STATISTICS’ were 
compiled and recently released by Family 
Economics Bureau, Northwestern Na- 
tional Life Insurance Company, Minne- 
apolis 4, Minnesota. Here are the latest 
figures about what and how much “we, 
the people” drink. Coffee .. . 55 gallons 
per person per year; milk ... 48 gallons; 
beer ...19 gallons (or 3/5 of a barrel) ; 
soft drinks . . . 145 bottles; hard liquor 


. > quarts. 
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MODERN MUN 
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>A WONDERFUL BOOKLET J that 
should be valuable to city manacvers, 
Chambers of Commerce heads, etc.. has 
arrived .. . titled, “Planning the Modern 
Municipal Report.” Published by The 
Mead Corporation, 230 Park Avenue, New 
York 17, N. Y. It’s 8%” x11”, 44 pages 
and plastie-bound. Lavishly illustrated 

. with many good examples. Plenty 
of sound advice that can well be used 
by a seldom-experienced town commit 
tee. The idea for planning and publish 
ing this book was prompted by success 
of previous study . . . called “How to 
Plan the Annual Report.” Copies may 
be had by writing to The Mead Sales Com- 
pany at the above address. 


JJd 


> ADDRESSING AND MAILING serv: 
ices in Holland are offered by “De 
Mutator”, Willemsparkweg 112, Amster- 
dam-Zuid. They can take care of complete 
Direct Mail campaigns directed to Dutch 
and other European prospects. 


pp 


>A SNAPPY-LOOKING, green and 
black booklet was recently mailed by 
Newsweek, 152 West 42nd Street, New 
York City. Purpose . to tell about 
Newsweek’s “potent editorial influence. 
This 20-page, 7° x 10° booklet pre-er’ 
past articles from the “Medicine” column 

. and testimonial letters that tell how 
great the effect of the articles were. A 
nice piece of work. 


pp 


>A VERY APPEALING COVER 
appeared recently on a folder from ! egal 
Paper Corporation, 342 Madison Av nue, 
New York 17, N. Y. ... Simply a two 
color illustration of a faun lookirg 4! 
two hearts and initials carved in a tree 
trunk . .. dated 1901. Title . . . “ lake 
Your Message Last”. 
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* THEY WORK WELL 
ON ALL OUR 
AUTOMATIC PRESSES 


Ke ANOTHER REASON WHY MANY PRINTERS NOW USE 


Everyday Inks for Everything 


COMMERCIAL COLOR PRINTING @ BLACK & WHITE HALFTONE e TWO-COLOR PRINTING 
BOND & POSTER WORK @ PROCESS COLOR PRINTING 


"We operate 16 automatic presses ranging 
from Miehle Verticals through Miller Sim- 
plexes and Majors, single and two-color, to 
large cylinder presses. Everyday inks work 
equally well on all?’ 

So writes Donald C. Hagar of Rapid 
Service Press, Boston. Rapid Service 
Press has used thousands of pounds of 
IPI® Everyday® inks, is one of the print- 
ing establishments which are now using 
Everyday inks for everything — from 
black and white halftone printing to 
4-color process printing. 

The complete Everyday line consists 
of 25 colors, including process colors, 
11 blacks, 3 whites, 6 bond and cover 
inks, and 4 poster inks. With this line, 
you are prepared to offer a compre- 


hensive printing service to customers of 
every kind. Printing ink inventory is re- 
duced because there is less need for spe- 
cial colors. Color matching problems are 
simplified because you have enough col- 
ors to match almost any color needed. 

Everyday inks are packed in hand- 
some, easy-to-open 1 lb. and 5 Ib. cans. 
They are sold through 31 IPI branch 
offices and 45 leading paper merchants. 
If there is no IPI 
office or accredited 
paper merchant near 
you, we will fill your 
order by mail. 


The marks IPI and Everyday 
are registered trade-marks of 
Interchemical Corporation. 








NEW PRICES 
ON SMALL QUANTITIES 
OF ASSORTED COLORS 


Now, 5 small cans or 2 large cans 
of Everyday inks in assorted colors 
can be bought at prices which 
previously applied only to single 
color lots. Order today. Also, write 
on your letterhead for a copy of 
the new Everyday Ink Specimen 
Book. Address inquiries to IPI, 
Division of Interchemical Corpo- 
ration, Dept. R11, 350 Fifth Ave., 
New York 1, N.Y. 








— Qhristmas 1948 


SY | eldom, since the beginning of Christen- 


e88ua, 
SUBBagts)\\ 


ia | dom, have intolerance and tyranny been 
(Gy), 88 rampant to perpetuate curmail and 
Godlessness throughout the world as 


on this anniversary of the birth of the Prince of 
Peace. Surely, this is atime for strong minds and 


stout Christian hearts to remain calm and firm in their 
unwavering faith in God and to prau for is guidance 
and wisdom that wwe mau keep this great democracy 
of ours united against the brute forces of hate and un- 
enlightenment.s* Wet, lectus be charitable and under- 
standing toward all peoples. Let us overcome our 
Own shortcomings and be determined to defend the 
principles of Christianity so that all mankind mau en- 
jou the fruits of freedom and the right to worship God. 


INTERNATIONAL PAPER COMPANY 








